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FLAT MAILER TENSION TIE METAL CLASP 


TENSION ENVELOPES 


STAND THEGAFF! § \\\ > Yn. 


Protecting its contents agoinst extreme conditions is an DEPOSIT BY MAIL 
envelope’s prime purpose in life. No matter how smart looking 
it may be or how easy it is to handle, an envelope must first 
prove its stamina and durability in the job for which it was 
created 
At Tension, the need comes first. Before visualizing how 
@ proposed envelope will look, designers carefully study what 
the completed envelope must do. in this purposeful planning, 
Tension designers have turned out envelopes to contain sand 
samples without sifting . . . envelopes that are actually water- 
proof . envelopes to withstend the humid heot of the 
Tropics . . . envelopes that expand to hold a hundred sheets 
or more without straining of the seams. F EXPANSION 
As your local Tension Representative will explain, Tension 
Envelopes protect the cargo you entrust to them. More than 
that — they can save handling time, prevent mistakes, cut post- 
age costs, promote sales and attract attention through clever 
design and beautiful display. 


Did you say —“TELL ME MORE?” 


Write on your letterhead today, stating your envelope prob- 
lem and asking for free samples of sturdy Tension envelopes, 
built to stond the gaff. No obligation, of course. 


PACKAGING 





ADDRESS THE TENSION FACTORY NEAREST YOU OR 


PHONE YOUR LOCAL TENSION REPRESENTATIVE SAFETY MAILER a vee 


“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. @ St. Lowvis 10, Mo 
Minneapolis 1, Minn. @ Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 





ANNOUNCING: THE COXHEAD COMPOSING MACHINE 
Type composition for PHOTO-OFFSET! 


DIFFERENTIAL SPACING 


There is no need for the operator to compute. This 
amazing machine automatically spaces out each letter 
to its natural width and gives the appearance of metal- 


cast typography as in this copy you are now reading. 


AUTOMATIC RIGHT HAND 
MARGIN JUSTIFIER 


As the copy is “‘typed’’, another automatic mechanism 
spaces words so that the right-hand margin is evened 
with true typographic correctness....as you see in 


this copy. 


CHANGEABLE TYPE 


With a mere twist of a knob, you can instantly change 
the type face to any selection of many different sizes 


and styles. 


THE TEXT OF THIS AD WAS COMPOSED OX 
THE COXHEAD ‘‘DSI"’ 


Now your customers will find photo-offset, in any 
quantity, much more economical, even when type com- 
position is necessary 

The Differential Spacing produces the results you 
see in this copy....each character set in its natural 
width and space... 

The new Coxhead Composing Machine provides you 
with instantly-interchangeable type faces and produces 
finished repro-proofs for all your type requirements. 
You can set in any size from 5)2-point to 12-point and 
in any face....Bodoni, Garamond, Bookman, Sans 
Serif, and many others, in complete font. In addition, 
the Model DSJ Coxhead Composing Machine justifies 
mechanically. No need to compute letter-spacing or 


. automatically. 


word-spacing. And the machine is so geared that copy 
can be set solid or leaded-out as much as desired. 

Think of the advantages this machine offers you. 
You can set type for every offset job, from a post card 
to a catalogue. Jobs that were formerly too small to 
handle because of prohibitive typography costs can 
now be done profitably with the DSJ. 

Many offset printers have already discovered how to 
produce high quality work at much lower cost by using 
the Coxhead Composing Machine. If you would like to 
know how it would save you time and money, send for 
complete facts including various specimens of Coxhead 
DSJ typography. 


f 





monet [} $] 

















A COMPLETE SELF-CONTAINED 
TYPE COMPOSING UNIT 








A FEW OF THE MANY TYPE STYLES 


This is a specimen of the Coxhead DSJ 
Bodoni Style available in all sizes. 


Matching Italics are also available in the popu- 
lar faces and sizes. 


For Catalog work and similar typography an 
) Pp 


Alexandria Light Face Style in al! sizes. 


Even six point type for footnotes and form work in 
all their clarity. 





om, RALPH C. COXHEAD CORPORATION 


Roxheed 


720 Frelinghuysen Ave., Newark 5,N. J. 











Those two little words 
THANK YOU! 


ean be mighty important te the life 
of your business to vour sales 
figure- to your profit and lex. 


statement 


Have sou oeverT sent ' written 
"TANK YOU to vour customers? 
Now is the time! You're out of a 
Sellers Market. into a Buyer's 
Market. Let vour customers know 


you appreciate their business 


Send for our series of 6 THANK 
yot LETTERS no obligation 


ft course 


MARY ELLEN CLANCY 


250 PARK AVENUE NEW YORK 17 
at 46th Street Plaza 9-1520 
Addressing 
By + 1, typing or plote 
Multigraphing Mimeographing - Mailing 

















Low Cost Typesetting! 


Yes, Fototype gives you a way to 
knock out heavy typesetting costs 
and expensive delays. Sharp, clear 
letters on white card-stock or acetate 
make composition so simple that any- 
one in your office can handle it. 
Speedy Fototype saves up to 90 per 
cent over metal typesetting, puts 
control of production right in your 
hands! Ideal for setting heads, dis- 
play lines,or complete ads. Whether 
your printing is done by quality off- 
set, or a small office duplicator, Foto- 
type will make typesetting a matter 
of minutes. Ask for FREE illustrated 
catalog showing method and speci- 
men type faces. This entire ad set 
with Fototype! —— 


Ne 
j — 


A 


1413 ROSCOE STREET, CHICAGO 13 











Fh REPORTER 
Direct Mail Advertising 


Volume 12 Number 1! 


publiahe 


HENRY HOKE, fditor and Publisher 

JAMES M. STEWART, fssociate Editor 
FRANK FRAZIER, /).1/. 1.4. Filitor 

M. L. STRUTZENBERG, ( ireulation Vanager 
HENRY HOKE, JR., fidvertising Vanager 


EDITORIAL BOARD 


Harrie A. Bell, Allen, Lane and Seott. 1211 Clover Street. Philadelphia 7. Penna 
Paul Bolton, 1801 Connecticut Avenue. \.W. Washington 8 D. ¢ 

Harry E. Foster, Harry E. Foster Agencies Lid. King Edward Hotel. Torento. Canada 
H. J. Higdon, Phoenix Metal Cap Co. Ine. 2444 West loth St. Chicago 8, Illinois 
Miles Kimball. Miles Kimball Companys. Kimball Bldg. Oshkosh. Wisconsin 
George Kinter, Adverti-ing Highlight-. 209-%h st. Pittsburgh 22. Penna 

John B. Mannion. Austenal Laboratorie-. Inc 5932 Wentworth Ave. Chicago 21, I 
Edward N. Maver, Jr. James Gray. Ine. 216 East tth St. New York IT. N.Y 
Richard Messner, E. FE. Brogle & Company. Ine 2 East 19th St. New York 3. N.Y 
Martin H. Perry. St. Giles Publishing Co. Lid. 28 Denmark St. London W. C. 2. England 
Ceorge Pleiffer, IL. MeGraw-Hill Book Cow 330 West t2nd St. New York 18 N.Y 
Leonard J. Raymond, Dickhie-Rasmond. lac. 80 Broad st. Boston 10. Ma-- 

Lareld Medfeld. Sstedfeld & Byrne. Inc 1220 Huren Read. Cleveland 15. Ohio 


MAY 1949 


FEATURES 
\ Cure For High Cost. Po-tal Rate 


How To Get Inquirie- 


How To Improve Busine-. Corre-pondenrcs 


DEPARTMENTS 
Short Notes 
Strictiv, Mail Order 
Playing Post Office 
One Adverti-ing Man Te Another 


GENERAL ITEMS 
Wateh Out For Racket- 
Important Notice To AIL Rerorter Reader- 
Do We Have To Go Threngh All This Again’ 
The Line Form. To The Right 
One Direct Mail Line Looking Up 


DIRECT MAIL DIRECTORY 
OFFICIAL PUBLICATION DIRECT MAIL ADVERTISING ASSOCIATION 


500 DMAA Members receive The Re ter regularly port of the association service 
A port # their 





SHORT 


NOTES 


DEPARTMENT 


& YOUR REPORTER (.ic) will journey 
to Houston, Texas. on May 29th to attend 
the 45th Convention of the Advertising 
Federation of America On May 31st 
he will try to tell the morning general 
session “How to Get the Most from Direct 
Mail in This Buyers’ Market.” He is 
hoping to meet many southwestern read- 
ers of Tue Rerorrer 


& “PUTTING NATURE'S COLORS to 
Work with roofs that are daylight 
engineered” is title of a beautiful 20-page 
booklet issued by Flintkhote Company, 30 
Rockefeller Plaza. New York 20, N.Y. 
Director of public relations, L. Rohe 
Walter showed us a copy. First few pages 
give basic explanation of color effects. 
From there on, with help of colorful 
spots and illustrations Flintkote 
shows what happens with vari-hued roofs 
on different style houses. Whole booklet 
is about colors, with no other selling 
points discussed. Nice job 


& BUSINESS CORRESPONDENCE over 
at Elastic Stop Nut Corporation o 
America, relating to their new product 
the Es-nail, now packs an extra punch 
. . . because of the unusual die that ha 
been added to company typewriters 
They decided that as long as printed 
promotion carried a small nail to re 
place the hyphen in Es-nail . why not 
do the same in typing. Se now all ref 
erences to the item carry a nail-hyphen 
in red. If you want to see what it looks 
like . . . write to the company at 2330 
Vaus Hall Read. Union. New Jersey 


& “B-BSHOTS” is a 4-page, external 
house magazine sent to the 3000) cus 
tomers. prospects and friends of Byer 
and Bowman (advertising agency). 203 
East Broad Street. Columbus 15. Ohio 
Its heen going along fer five vears 
now published every 2 or 3 months 
Gus Bowman tells us that they've been 
ible te trace some nice business to 
“Shots”. THE REPORTER can see 
why. Written in informal and light- 
hearted vein telling about different 
weounts, ad steries around Columba- 
and general items of interest to adve 


tisers. Done by offset. Spot illustra- 


tions throughout. Incidentally. we've 
just leafed through “Reporter's Hand- 
book” mentioned in recent “B-B 
Shots”. Thirty pages of suggestions to 
house magazine writing staffs. Single 
copies are free. 


PA CLEVER, COLORFUL mailing 
piece was prepared by Cogens, Inc. 42 
Weybosset Street, Providence. R. 1... . 
to sell their mail advertising and print- 
ing. Illustration of a bell on from of 
folder . . . with movable die-cut clapper 
coming through slot. Move it... and 
message appears “Right with Cogens”. 
On heavy stock. 


PAN INTERESTING case history of 
testing was reported in recent issue of 
“Circulation Management”. John Til- 
lotson. publisher of “The Workbasket™ 
and “Profitable Hobbies” tested about 
200,000 names for effectiveness of hand- 
addressed labels vs. typed addres-ing 
on the envelope vs. hand-addressing on 
the envelope. List consisted of people 
who have redeemed soap coupons at 
It was split three ways. Letting 
returns of typed address on envelope 
equal 100% handwritten addres-e- 
on envelopes were 93.2% as effective. 
and typed addresses on labels 78.8% as 
good. Gives an idea of relative pulling 


power 


& “PRINTACT™ is a new monthly pub- 
lication issued by Edward Stern & Com 
pany. Inc. 6th & Cherry Streets, Phila- 
delphia. Its a 12-page, 8 x 11's” book- 
let. with a few short articles. some re 
search and Direct Mail information and 
a feature article. The back cover and 
inside page advertises Stern service. A 
sample of their work is enclosed. Nice 
looking. 


& WANNA PRODUCE a large income. 
build a better business. climb the ladder 
of success? Well, there are two book-~ 
that are almost guaranteed to (turn the 
trick. One. by “Cy” Frailev called “This 
Way Up”, is sold by Grosset & Dunlap. 
Inc.. 1107 Broadway. New York 10. N.Y 
if i n Page 38) 


Fox River | BO | Fine Papsas 
{itlvu. 


VISION 


Write 
rit SALE 
your WALL 


Free Booklets by 
Dr. Robert R. Aurner 


INCREASE THE 


PULLING POWER 
of your business letters 


Your success with business letters is 
measured by four simple tests—and 
the fine cotton-fiber paper weve 
been making for 66 years, water 
marked “by Fox River,’ is only one 
of the four ingredients of mail that 
makes you money. 


‘ 
Writing in the free booklet, Money- 
Making Mail, Dr. Aurner points out, 
The real PAY is what you say.” Then 
he helps you say the things that pay in 
second booklet, How to Put SOCK in 
Your First Sentence 


Eminent authority on letters, for 18 years 
Dr. Aurner was ranking professor of 
business administration at the University 
of Wisconsin now heads our Better 
Letters Division 


Both booklets are ready for you both 
tree write today use business letter- 
head only. please. Fox RIVER PAPER 
CorPoRATION, 2015 Appleton 
Street, Appletca, Wisconsin 


ae 
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FINE PAPERS 
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by SS ie 
Fox RiVer < Vf 


COTTON. FIBER BOND. ONION SKIN, LEDGER 





A Cure 


for high costs 
postal rates 
poor business 


and what have you 


by Henry Hoke 


As I write this . . . I am thinking 
of an old friend of mine who died 
just ten years ago. When Homer 
Buckley gave me the news, I com- 
posed an obituary and printed it in 
the next issue of THe Reporter, 
then just one year old. That obituary 
received widespread reading. It was 
reprinted many times. 


Later when I was writing “Dogs 
That Climb Trees” I 
story and used it as one of the 


revised the 


significant episodes 


During the last few months. listen 
ing to the moans of the people who 
are fearful of higher 
or hearing the tales ot woe concerning 
shrinking percentages. my 
has flashed back to Arizona State 
Prison and Episode Nine. 


memory 


So just as I resurrected the ten veat 
old “Hot Dog Story” a few months 
ago, | am now asking you to read 

. all about the bite of a mosquito 


The Bite of a Mosquito 


rue Brre oF «A Mosguiro once 
started a surprising chain of events 
which eventually resulted in 
teaching me some important lessons 
about direct mail. I will have to go 
back into history a bit to catch up on 
this episode. 


The wasted husk of a 28 vear old 
confessed forger and confidence man 
lay on a bed in an Arizona prison 
tubercular ward . . . many years ago. 
His sordid story had been rehashed 
to a jury . and that jury had sen 
tenced him to life imprisonment. He 
had been born of good Ohio stock. 
but he was a tempestuous. uncon 
trollable and unfathomable boy. By 
eighteen, he had learned that forging 
names brought easy money. He was 
kicked out of numerous schools and 
several jails. Easy money .. . hard 
living ... wrecked before thirty. His 
family finally rebelled and “pension- 
ed” him to Arizona... to die or live 

. but to bother them no more. A 
dead body in the desert was “tied” to 
him. The jury which sentenced him 
tc life imprisonment for murder 
simply saved him from the noose be 
cause the doctors gave the diseased 
lungs only a month to breathe. 


The mosquitoes were terrific in the 
hot lowlands along the Colorado. The 
“lungers” in the open 
pavilion ward fretted and fumed 
The bite of a mosquito drove to fury 
the newest inmate. He must have 
money for milk and eggs . . . but 
mostly for screens to keep out the 
murderous mosquitoes, It was im- 
possible to cash a forged check in 
prison. He had to do something. He 
tore out of a magazine the advertise 
ments of two curio dealers. He wrote 
two letters. offering to sell horsehair 
trinkets made by his fellow-bitten 
Result: two orders. Money 


seventeen 


mates, 


. screens . . . milk 
the end of the vear. forty curio dealers 
were being contacted and sold by 
letter. Prisoners were organized into 
manufacturing groups. Milk and eggs 
were plentiful. Mosquitoes were 
barred. 


Then came a blow. A new prison 
management restricted the prisoners 
to two letters per week, 


It was then that this unfathomable 
“Jekyll and Hyde” learned the secret 
of writing letters. He was limited to 
two letters a week. They had to be 
good. They had to pull. After years 
of crookedness, this convict learned 
that a letter with an obvious mis 
statement or an apparent exaggera 
tion wounded itself. He learned that 
he had to write the simple truth 
about his goods. He learned that 
when he undertook to write nothing 
but the truth. he could do it with a 
force he had never felt before. He 
found that the truth. forcefully told 
is the only strong lasting argument 

His two letters per week pulled 
results because he worked on those 
letters for a whole week. And he 
picked his prospects carefully 


During those years in jail, when 
he had learned his new power. he 
subscribed to the early magazines 
such as Printers’ Ink and Letters. He 
studied and began to make letter con 
tacts with leaders in advertising. In 
1912 the two-letter ban was lifted 
He expanded his activities. His letters 
were quoted in ad club bulletins and 
magazines. His letters. sometimes 
sophomorically fervent, bristled with 
personality. Every word was like the 
grip of a hand. to draw in a helper. 
a friend. He learned. too 
from people who wrote to him 

( ; P 


a buyer 
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CHAMPIONS IN BUSINESS 
1 LOT O}-) - 


) 


ee Be 
SVs > 


FOR QUALITY PRINTING, 
LABELING AND PACKAGING. 


Ask the men who buy paper for America’s business and industrial 
leaders—the production managers, advertising executives and pur- 
chasing agents. Ask them why they prefer—and specify—Champion 
papers for fine printing, for distinctive labeling and pat¢kaging 

Paper experts will give you reasons a-plenty. But most important 
they'll tell you, is Champion's unvarying fine quality. Fine quality 
you'll learn, is the basis for Champion's reputation—the reputation 
that leads America to buy 2,500,000 pounds of its paper every day 
The Champion Paper and Fibre Company, Hamilton, Ohio 


Mills. at Hamilton, Ohio; Canton, North Carolina and Houston, Texas 
District sales offices: New York . Chicago ° Philadelphia 
Detroit e St. lLovis e Cincinnati e Atlanta e San Francisco 


WHATEVER YOUR PAPER PROBLEM ... 


THERE'S A 


PAPER FOR EVERY 
PRINTING NEED 


KROMEKOTE 
For excellent reproduc- 
tien with catalog covers, 
post cards and inserts, or 
for packaging and label- 
ing quality products, this 
cast coated stock is ideal. 


SATIN REFOLD ENAMEL 
Meets every requirement 
for quality publication and 
advertising printing— 
thanks to top-grade enam- 
el coating, folding strength 
and its receptivity to ink. 


WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this paper is 
unexcelled for fine lithog- 
raphy. it is available in 
a wide variety of weights, 
sizes and special finishes. 


ARIEL COVER 
Particularly effective for 
catalog covers, cards and 
displays. Available in 
white and eight colors, 
and in various weights, 
sizes and special finishes 


= 


=—=—* 
iA 
lel 
SPECIALTY PAPERS 
Champion's specialt 
clude bonds, bu 
papers, enveloze, 
card and papeteries .. . 


all excellent reasons for 
you to specify Champion. 


ts a Challenge to Champion [ 








Milk, eggs. air and a purpose cured 
diseased lungs. He organized prison 
welfare: hospital, theatre and work 
projects. Outsiders besieged him to 
write copy for them. He organized 
an advertising 
prison walls . . 


agency inside the 
. and he wrote book 
lets on letters. He wrote articles for 
advertising magazines. 


Some of those articles and booklets 

| found in the library at the 

University of Pennsylvania when | 

was searching for information about 

a subject which was not covered 

adequately in the advertising classes 
there. 


By 1915, the convention of the 
Associated Advertising Clubs of the 
World by resolution urged the parole 
board of Arizona State to give this 
spirit freedom. His inspired. crusad 
ing letters forced, a vear later. the 
formation of the Direct Mail Adver 
lising Association. He 
first editor of Postage magazine 
which appeared January 1. 1916. He 
edited it from jail. The chain started 
by the bite of a mosquito was multi 
plying rapidly 


became the 


The prison-song of sales brought 
money and reputation. Commissions 
to execute booklets. letters and cam 
paigns poured in. 
by-word in the advertising trade 
journals. If you don’t believe me 
go to the New York Times morgue 


and ask to see the « lips. 


His name was a 


On December 30, 1922 the Gover 
nor of Arizona gave him the greatest 
Christmas present in the world 
his pardon . . . after sixteen years 
for murder (still denied). He stepped 
out of prison into a $10,000 a year 
job. But he left prison without 
Every cent he had earned 
had been spent on milk and eggs and 
projec ts for the 


money. 


prisoners, Jobs 
adulation. speaking engagements. 
showered on him. He 
and there. He had no 
restrictions. He was flying high. | 
heard about this fabulous character 
at my first convention. In fact. he 
but | didn’t meet him 


money 
jumped here 


was there 


| didn’t hear the details of the 
story | have just told vou until [ met 
Louis I ictor Eytinge 
later. | had landed a 
to conduct a sales campaign for 


several vears 
pretty big job 


an important business organization 
The product was technical in char 


acter and | had cold feet. | was afraid 


that | was not well enough equipped 
to handle the creation. 


One day | told my = customer 


“Why not hire the best direct mail 
expert in the country to write this 


campaign for us? I can handle the 
details . . . but I'd like you to get 
the best advice you can possibly buy.” 


My customer told me to get in 
touch with Eytinge. I called him 
long-distance and he quoted a price 
about knocked the phone 


I told my customer 


which just 
out of ray hand. 
what the man wanted. He 
without a murmur. That taught me 
i lesson. too. | found out then that 
creative 


agreed 


people appreciate services 
and creative ability just about in pro 
amount they pay. | 


raised my price for writing letters 


portion to the 


after that experience. 


At anv rate. Louis Victor Evtinge 
came to Pittsburgh to write a cam 














paign of letters for a very good 
customer of mine. He charged a high 
price but he did a marvelous job. 
He did it quickly. To tell the truth, 
he did it so quickly that he insisted 
on holding up the delivery of the 
letters and booklets for a week or so 
in order to make the customer think 
he had spent more time on them. 
For the rest of the waiting period. 
Louis Victor Eytinge regaled me with 
tales of his experiences. He told me 
his prison stories. He taught me 
many of the things he had learned 
about letters . . and what made 
therm pull best. 


I never will forget the two-letter a 
week ban. If more letter writers 
could feel or simulate the tension of 
that restriction. 


Too many — letter 
‘sloppy 
their letter going to a thousand, or 
ten thousand, or a hundred thousand, 


writers zet 
because they visualize 


or even a million people. 


Louis Victor Eytinge taught me to 
think in terms of one letter: to sup 


pose that | had only one chance to 
make the sale; that | was appealing 
to only one prospect; that [| must 
not fad on that one letter. Even 
when | compose a multiple 
longhand or by 
“Dear Jack 
wr “Dear Gene” 


today. 
sales letter in 
dictation . | start out 

“Dear Paul” « 
some actual person I know and can 
ee mentally. 


Although it adds little to the 
present story. | should record the 
final chapter of this episode 


Within five vears after Louis Victor 
Evtinge was pardoned from Arizona 
Prison he was in trouble again 
this time on a check charge. It 
happened in Pittsburgh although 
he was not working for a customer 
of mine at the time. He just tre aveled 
through Pittsburgh and left a on 
worthless checks. Behind the 

1 Pittsburgh jail. he told me he was 
leet in the outside world and had 
only recently written to the Arizona 
warden asking that he be taken back 
He told me, 
Henry. I feel at home here.” I was 
heartbroken over the — With 
the help of a few friends, | managed 
to get him paroled again. We got 
He paid back his “obliga 


sometimes 


bars in 


“Don't worry about me. 


him a job 
tions. But he was 
“Jekyll.” Sometimes “Hyde.” His 
name gradually dropped out of the 
picture, 


I saw him last in Chicago dering 
the summer of 1938. He was 59 vears 
old then. The uncontrollable had 
been controlled by laws of nature. 
He was making good on a job. His 
genius for writing was still great. He 
asked me please not to give him any 
publicity. He smiled at his broken 
memories and the mess he had made 
out of the big promises of 1920. 
“Hyde” was dead. “Jekyll” just 
wanted to be left alone with what 
might have been. 


too. died. 
Louis 


In April, 1939 “Jekyll” 
Broken in health and lonely. 
Victor Eyting 
gotten . . . was buried on a hillsice 
in Kane, Pennsylvania, where | hope 
he found a peace he didn’t attain in 
life 


unsung and for 


| know that I. 
debt of gratitude to Louis Victor 
Eytinge ... for the important lessons 
he taught me. He undoubtedly gave 
lirect mail its greatest boost and 


personally. owe a 


incentive back in the vears when 
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direct mail needed to be organized. 
Let the fact that he stimulated many 
others be his monument. 


. . * 


That's the end of the story of Louis 
Victor Eytinge who died ten vears 


ago. 


It shouldn't be necessary for me to 
point out the moral . . . or to prove 
how appropriate it is right now, 
today, this month, next month. this 
vear. 


The way to cut costs and get 
around any possible increase in post- 
age 1s .. to do a better job with 
the amount you can afford to spend. 
We've all grown too damn soft in the 
lush days of easy selling and big lists. 


ll repeat . . . if we could all feel 
the tension induced by the restriction 
of two letters a week. wed do a 
better job. 


How do you know you need 2000 
or 20.000 or 200.000 letters or 
folders? How do you know but that 
1000 or 10,000 or 100.000. better 
planned or better written pieces would 
pull more business? 


The lush years caused the “Death 
of a Salesman” in many organiza- 
tions. Today, the salesman must be 
revived, reincarnated. 


I leave the case with all of you. 
W henever you feel dise ouraged, 
whenever you are fretting about poor 
results or high costs . . . review the 
story of a peculiar character who 
learned about writing letters in jail. 


SIGNS OF THE TIMES 


The City of Glass (a nursery) on 
Melville Road, Farmingdale, L. I... 
New York recently mailed an_ in- 
teresting postal card. The heading 
reads: “Good News! No Spring 
Catalogue for the City of Glass!” 

Then this explanation: 

Due to the sharp drop in prices of most 
garden merchandise, our spring garden 
catalogue has become obsolete! Our low 
spring prices have plunged even lower! 
We are therefore calling your attention to 
our large listings of garden merchandise 
which appear in the following newspapers 

Thirty - five newspaper insertions 
were listed under seven different 
dates. Good example of skillful (and 
economical) tie-up between news 
paper and Direct Mail advertising. 
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FOR A 


TELL AND SELL PERFORMANCE 


aoc 


fA 


Step right out, Mr. Advertiser . . . your audience ts 
waiting! PONTON has packed the house, as usual, with 
hand-picked prospects for your product or service. It's 


the kind of set-up PONTON can arrange for you promptly 
at any time—BECAUSE PONTON LIST SERVICE IS 
DIFFERENT! 


EVERY LIST INDIVIDUALLY COMPILED—made-to-order to do 
the job you want done—built expertly from the very latest 
sources that are kept revised right up to the minute. 


VERSATILITY UNEQUALLED. Ponton lists are available on 
cards, labels. sheets. stencils, on your own mailing matter. or 
in any other form and in any breakdown desired. 


SPEED, ACCURACY—guaranteed maximum! 


24,000 CLASSIFICATIONS readily available. Other special 
lists promptly and efficiently supplied. LATIN AMERICAN 


lists a specialty! 


COMPLETE FACILITIES for addressing and mailing jobs of 
any size. 


COMPLETE CATALOG 
Direct Mail advertisers are invited to write for Ponton’s 


famous LIST O'TRADES, the most complete Mailing 
List Catalog published. Write to Dept. R-A. 


ok vai hale 

+5 9 W. S. PONTON ° 

T's AT THE HEAD OF THE I f 
635 Avenue of the Americas, New York 11,N. Y. 








how to get inquiries 


five rules for getting more... 
seven rules for getting fewer... 


and some practical warnings 


He called me on the phone and 
told me in mournful tones how he 
hought a book on letters and wrote a 

vod one but nobody sent in the card. 
How could people be so stupid they 
would pass up a marvelous offer like 
that! 


You know how the song goes. You 
probably hear it as often as I do. 
They think there's nothing to it. Just 
write and let “em know— and _ back 
come the inquiries. 


Getting inquiries is not easy! .. . 
And the beginner or the layman has 
to find it out the hard way. Yet. 
even so. | think a still commoner 
mistake in inquiry-getting is foo 
many. 1 see an awful lot of cases 
where they push for quantity, and the 
quality is horrible. 


So there is a science to getting 
fewer inquiries (and better ones 
ind we'll talk about that, too. But 
first. may I inscribe on green jade a 
venerable saying of Confucius (or if 
Confucius didn’t say it, he shoulda) 
“He who does headwork first save 


much finger work.” 


Specifically, what | mean is this: 
Before you start to write an inquiry 
letter. | believe you should do two 


First . . . you should keep in mind 
that vou are not trying to make a 
sale, you are trying to get an inquiry. 
It's easy to confuse the issue in your 
mind, and first thing you know you re 
giving the reader both barrels as 
though your sole aim were to con 
<ummate a sale. You say too much. 
or say the wrong things. The trick 
naturally, is to keep everlastingly 
before us the goal of the letter 
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motivate the reader merely to send 
in the card. 


Second it is important to 
think through the kind of inquiry 
vou want. Do vou want as many 
names as you can get, so you can 
build a nice big mailing list. or so 
you can encourage your salesmen to 
make a large number of contacts? 
Or. on the other hand, do you want to 
sift out a very few names that are 
high grade in the sense that they are 
qualified (by age. income, family. 
occupation, etc.) or are ready to buy? 
It will pay you handsomely to give 
real sober thought. with pencil and 
paper in hand, to this question of the 
ty pe of people you wish to reply to 
your letter--how selective vou want 
to be. and what vou are going to do 
with them next. 


There are so kinds of 
merchandising plans. of mailing lists 
varieties of 


many 


of products. so many 
prospects and inquiries, that it seems 
almost foolhardy to try to formulate 
exact rules. But vou have to have 
something to go by: and if you've 
been in the business of fishing for 
replies since as far back as you can 
remember. you unconsciously find 
yourself setting down a rule here and 
i principle there. 


sO. suppose we make a stab at it. 
invway. Suppose we talk about how 
to get more inquiries. and then how 


to get fewer (and better) inquiries 


For Quantity 


|. The first rule for getting in 
quiries is the same identical rule that 
applies to any letter that is expected 
to produce an effect: Keep in mind 


by 


howard dana shaw 


what you want done. The first thing 
vou seek from: an inquiry letter is an 
inquiry. Not a sale or a good word 
or a prospect's name or a pleased 
reader or a religious conversion 
but an inquiry. You want the card 
back. So focus your mind and your 
writing fingers on the return of the 
card. Harp on it, and sing about it. 
The card is more important than the 
product right now. so talk about it 
You'll find it doesn't much matter 
what vou say about it—just talk 
about it. 


2. Make the offer plain Describe 
what you offer to do. and what the 
reader is supposed to do, in crystal 
clear, simple language. This is “the 
point of the letter”. and with modern 
readers you must come to the point 
quickly and clearly 


time. 


without wasted 


3. Talk in terms of benefits. Tell 
the prospect what it means to him, 
not necessarily to buy (vet). but 
merely to send in the card. If you 
offer a booklet or gift, play it up. 
Describe it, sell its value, and print a 
picture of it. 


1. From beginning to end, weave 
in the L.P.P.—the indefinable psycho- 
logical push. There's nothing else 
like it. and | don't know how to 
identify it except you can smell it 
and feel it a mile away. It’s a certain 
sense of urgency which enthusiastic 
and skillful letter writers attain. Its 
a contagious spirit that the reader 
catches. But you have to be careful 
| see many letters which strive for 
enthusiasm and miss the boat because 
it isn’t genuine. It has to be plausible 
ind conservative to snare moder 

( tinued on Page 12 
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Contents Of “The SEVENTEEN 

STEPS To Resultful Direc:-Mail 
Advertising” 

. Uses of Direct-Mail. 

. Planning and timing. 

. Selecting the market. 

Testing procedures. 

Copy: Letters, etc. 

. Copy: Folders, etc. 

. Layout and design. 

. Processing the letter. 

. Printing the literature. 

. Self-mailers. 

. Addressing methods. 

. Tricks and gadgets. 
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. Analysing the returns. 

. Record-keeping systems. 
. Major postal regulations. 
. Direct-Mail in research. 

. Institutional mailings. 





Now Available To 
Direct-Mail Users 


THE 


SEVENTEEN 


In more than a decade of complete Direct- 
Mail production and list - management 
service for many of the country’s largest 
and most successful users, CIRCULATION 
ASSOCIATES has developed an unparal- 
leled knowledge of methods, procedures 
and devices for handling every step of a 
Direct-Mail campaign. 

Now we have codified and classified this 
knowledge into “THE SEVENTEEN 
STEPS To Resultful Direct-Mail Adver- 
tising”...a complete PRACTICAL course 
in Direct-Mail techniques and procedures 
in convenient desk-file form. 


AN INDISPENSABLE MANUAL 


Direct-Mail users who have seen the 
course have called it an indispensable 
“work-bench” manual of TESTED meth- 
ods of daily value in the planning and 
production of Direct-Mail EVERY STEP 
OF THE WAY from the first concept of 
a mailing piece or Direct-Mail campaign 
to the final analysis of returns! 
In addition to the authoritative discussions 
of every phase of Direct-Mail procedure 
. lists, copy, reproduction methods, lay- 
out, artwork, letter-shop operations and 
eleven other major factors . . . the course 
will include a profusion of actual samples 
of currently successful Direct-Mail to- 
gether with such indispensable working- 
tools as production, scheduling and result 


STEPS 


To Resultful 


Direct- Mail 
Advertising 


record-forms, paper samples, color charts, 
trick folds, “gadgets” and other “show- 
manship” methods and maferials. 
ATTRACTIVE DESK-FILE CABINET INCLUDED 
To keep the course conveniently at hand 
for immediate reference we have designed 
a special desk-top filing cabinet to accom- 
modate not only the 17 sections of the 
course but any collateral material you 
may add to build up your own current- 
reference file of resultful Direct-Mail. 
The seventeen sections of the course will 
come to you at intervals of three weeks, 
each complete with all of the data and 
samples pertaining to that section. At the 
conclusion of the series you will have a 
comprehensive and UP-TO-THE-SPLIT- 
SECOND manual of Direct-Mail proce- 
dure that will find DAILY application in 
the preparation of ALL your Direct-Mail 
advertising. 

TO DEFRAY PRODUCTION COSTS IN PART 
Many thousands of hours of effort have 
gone into assembling the material for 
“THE SEVENTEEN STEPS” and many 
thousands of dollars into its preparation. 
To meet this expense, in part, the com- 
plete project . . . specially designed file, 
specially prepared “lectures,” samples and 
reference material .. . is being offered to 
Direct - Mail users at the token cost of 
$7.50 for the complete course. 


a 
CIRCULATION ASSOCIATES, 1745 Broadway, New York 19, N.Y. | 


Send me “THE SEVENTEEN STEPS TO RESULTFUL DIRECT-MAIL AD. 
VERTISING” with special file cabinet and supplementary moterial as Return the coupon today and the file cabinet, sample ma- 
offered in your advertisement, at a cost of $7.50 complete. terial, and Section 1 of the course itself will be forwarded 


What is more, the full purchase price will be refunded at 
1 
| 
| 
to you immediately! 
! 
1 
! 
| 
Ic 


ANY TIME and without question to anyone who fails to 
find “THE SEVENTEEN STEPS” an indispensable aid 
in the preparation of more RESULTFUL Direct - Mail. 





set CIRCULATION ASSOCIATES 


Direct-Mail Suppliers + List Compilation And Mai + Stencil- 
Cutting + Triple-Head Multigraphing + CSeee olate Mad & . Letter 
Press Printing + Addressing + Mailing - 
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sophisticated readers. You have to 
mean what you say, so it kindles the 
imagination. 


5. Clear the road for action. Ask 
a single action, make it easy, tell them 
precisely what to do, and assure them 
there's no obligation or commitment. 
The reason many folks fail to take up 
your invitation to inquire is that 
they hate to feel obligated or tied 
down: so tell them it ain't so 


As with any letter that goes to a 
stranger. the first sentence is crucial 
and you'd probably like to see some 
samples. | can give you a guide that 
you can make money out of. In fact 
I've already done it. Just talk about 
the card. This is almost sure-fire, and 
| have used the trick dozens of times. 
With today’s impatient prospects, it 
button For 
instance, you can say, “The enclosed 


seems to 


push the 


card is important ~ as | did not long 


letter that brought very 


gratifying returns. Or you can start 


with. “The enclosed card. if mailed 
promptly, entitles you to a_ booklet 

“That one broke all records. 
The old reliable formula for inquiry 
letters runs 


If you will \. we will ¥ 


In other words. state in 
bald English that if the 
will fill out and mail the card. you 
will do thus-and-so. He at least 
knows what youre driving at. and 
can decide by reading further 
whether he will do what vou ask 


This one got from 20 to 27 per cent 


simplest 
recipient 


response over a long period ot time 
‘If vou will mail the enclosed card 
back to me as an indication of your 
interest. we will send you promptly a 
free copy of a special report just pub 
lished 


of inquiry 


Here are other examples 
letter openers that were 


successful 


We are 


you as an official of one of a smal 


addressing this letter to 


group of selected firms. to invite you 


fo accept ar offer 


How would you like to be pard for 


the time you spend in hed 7 


lt may surprise you to get this 


letier from us 


1s one erveculive fo another / 


dont have to remind you of rising 


naxzes and matertal costs 


ld like to tell you about a 


hind ol business magazine 


You are eligible for the contracts 
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and services of a specialized, en- 
dowed, non-agency life 
company. 


(Editor's note: See also the ten 
successiul opening sentences cited in 
Mr. Shaw's article, How to Start to 
Write a Letter, which appeared in the 
February, 1949, REPORTER.) 


Aiming at Quality 


Now for the reverse English-—how 
to get a better quality of inquiries 
but not so many. In general, it's 
fairly obvious that the more you do 
to push for replies—the more you 
play up the attractions of merely 
inquiring—and the less effort you 
exert to cull down and select: the 
returns in 
quantitative lower 
your closure percentage will tend to 
be. That's why it pays to think out 
the kind of replies vou want, and to 
keep your records so you know the 
final outcome in sales. In most cases, 
an inquiry should be looked upon as 
a liability——until it is converted into 
a sale. So beware of bragging about 
The story is not 


ureater will be your 
terms, and the 


cost per 
told vet. 


inquiry. 


Some mailings produce many low 
grade responses, and the natural 
tendency is to blame the list first. 
But its often the fault of the letter 
too. Reply card and printed en 
closure should work with the letter 
to qualify your Looking 
through a fistful of leads in an in 
surance agency re ently, l was floored 


replies. 


by the number of over-age men who 
had inquired and by the number of 
cards which the agents had marked 
destitute.” The literature inviting 
information should 
clearly have specified the age limita 


requests lor 


tions and stated that no one would be 
eligible regularly 
Here are tangible 
upping the quality of the cards you 


get back 


unless employed. 


some hints for 


|. Lay down any requirements 


regarding age family 


et 


occupation. 


2. Charge a nominal fee for the 


booklet or gift. 


3. Write longer letters explaining 
more fully what you offer and what 
vou sell. Include more information. 


do more selling. 


4. Make the reader pay the postage 
(thus eliminating prospects who are 
not so serious}. 


insurance 


5. Make the reader write his name 
and address on the card (instead of 
giving him a card ready to mail). 
Or omit a card and make him write a 
letter. 


6. Talk serious business and offer 
material descriptive of your product 
(instead of offering un 
related gifts). 


or service 


7. Make your headline and open 
(“Here's an 
unusual invitation for home owners.” 


ing sentence selective 


for instance}. 


The typical average inquiry offer 
is an offer of information. Human 
nature being what it is, however, you 
can usually persuade more people to 
send for the information if you throw 
in a special inducement of some kind 
And that’s where the free gift comes 
in. Of course the gift may be a 
booklet describing the product, or it 
Here are 
some pin-up precepts on the premium 
gift 


‘at The 
product or service. the finer the gift 


should be. 


may be totally unrelated. 


more expensive your 


(b) The harder your product or 
service is to explain, the more you 
need a gift that talks business and the 
longer the story should be. 


‘ The more selection you want 


to exert in inviting inquirers, the 
more your gift should tend toward 
straight description and sales copy on 
your product or service. Gifts chosen 
for drawing power draw more in- 
quiries but they're apt to be of a 


lower sales value 


id) If your gift is picked pri 
marily as a drawing card: then the 
more you play up the gift in your 
letter. the more inquiries you will 
vet: and the more you play up your 
(with the gift 
fewer 


products or service 


mentioned secondarily). the 


and better inquiries you will get 


te! The gift offers you the oppor 
tunity of a “hurry-up” handle which 
you need whenever you ask action by 
mail. You can always have a “limited 
of the gift. 
for “prompt action.” ete. 


quantity” or promise it 


Getting inquiries is a basic opera- 
tion in many lines of business. and 
too little sound thinking is done in 
most cases before the « opy is whacked 
out. The above may best be termed 
a general introduction to how to do it. 
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If you're in the mood for sam- Offset Enamel. D & C Black & 
~~ 

pling the great variety of papers White, Printflex Cover, Richfold 
aa that make up the Mead line, we Enamel, and Richgloss Offset Enamel. “~~Y 
will be glad to send you demonstration pieces that Among the sturdier grades classified as covers, 
show the wide range of Mead Papers, including indexes, bristols, and blanks, a number of Mead 
the Dill & Collins and Wheelwright brands Papers stand out: Wheelwright Fiberfold Bris- 
For the discerning businessman, there is tol, for instance, along with Superfine and 
the Mead line of fine watermarked busi- Olympic Bristol, Strongheart Index, Spotlight 

ness papers: Mead Bond, “The Bond of Cover, and Leatheright Cover. 


x sm American Business,” Mead Mimeo And for converters and the many others who 


—<— 


e Bond, Duplicator and Ledger. And use paper in special ways, The Mead 

os iti for all inter-office and utilitarian Corporation manufactures a long list 

uses there is the low-cost Moistrite line of busi- of specialties, including Mead Corru- 

ness papers, including Moistrite Bond, Mimeo gating and Liner Board; Mead Heat- 

Bond, Ledger, and Duplicator Seal Label Paper; Mead Locker and 

For the buyer of printing and advertising Home Freezer Paper; Laminated, 

papers, there are Mead Moistrite Offset, Mead Impregnating, and Waxing Papers 

Opaque, and Moistrite Opaque, as well Have you a problem that involves paper? 
( as such long-established coated papers Printers and Mead Merchants in principal cities 
\ as Mead Process Plate, ““The Eco- throughout the country are ready 


nomical Process Coated Paper,” / to serve you with “the best buy in 


rr Meadfold Enamel and Meadgloss 7 paper today.” 


i 
a ' 


| papers 
THE MEAD CORPORATION "PAPER MAKERS TO AMERICA” } Ya J 


The Mead Sales Company, 230 Park Avenue, New York 17, N.Y 


Sales Offices: Mead, Dill & Collins, and Wheelwright Papers -« Philadelphia - Boston + Chicago + Dayton 





Strictly Mail Order 


Reporter's Note 


This deportment of THE REPORTER is reserved 


for the views and news cf the mail order people . . the 
men and women who use the moils to get immediate orders 


The Arizona Dawn Gardens people 
in Phoenix (fruit growers & shippers 
are producing some powerful pro- 
motion preces They differ from the 
accepted formulas. 


Recent mailing was made up of 
letter, an 8 x 9, 8-page booklet 
with pictures of the picking and sort- 
ing operations and of the boxes of 
fruit (in 4-colors}; and a 6-page 
folder that pictures and tells more 
interesting facts, in magazine story 
style, about the Gardens. Also an 


order blank. 


The added informational folders 
build up desire for the 
in a manner not possible 


seem to 
product eee 
in the usual selling circular. 


Hammacher Schlemmer. “The 
House of Fine Housewares’, 145 East 
S7th Street, N. Y. 22, N. Y. recently 
mailed 2500 processed letters written 
by Secretary W. H. Siebert to old 
customers throughout the country. 


Name fill-in very well executed. 
Difficult to differentiate between it 
and body of letter. Also a smart. 
brown and yellow folder (644°x 91. 

. that describes the 
Order form on back. 


when opened} 


Alarm. 


Beau 


One hun- 
(Just 


Results were excellent. 
dred and twenty ordered. 


under 5°.) 
Here’s the letter: 
Dear Mr. Hoke 


Haven't there been times when you 
wished you had a personal body guard? 


BEAL ALARM is your answer! With a 


flip of the thumb a shrill, frightening 


MAY 1949 


siren exactly like the police use— sounds 
an alarm that can be heard at great dis 


tances or throughout the entire house 


No burglar, holdup thug or personal 
attacker dare stay anywhere near when a 
Beau Alarm is sounded. Suppose you are 
alone in the house at night and you hear 
unaccountable noises as if someone were 
breaking in. Sound the Beau Alarm. The 
intruder will run 


If you walk alone in the dark, carry a 
Beau Alarm in your hand or pocket. If 
any suspicious person gets too close you 
ean drive him away immediately by simply 
pressing a button. Beau Alarm’s inventor 
has made burglar alarms for twenty-five 
years and has positive proof that law 
breakers dread the sound of this wonder 
ful littie device 

It's better protection and safer than a 
loaded gun. 

Don't live in daily fear. Beau Alarm is 
worth many times its price for the peace 
of mind it brings 

he enclosed folder tells you more about 
Beau Alarm. It’s worth reading. Beau 
Alarm may be had in Ivory or Maroon 
plastic case and costs only $12.50. 


Order your BEAU ALARM today and 
be prepared for any emergency! 
Very truly yours 
Hammacher Schlemmer 
(Signed) W. H. Siebert 


Larry Chait of the Wall Street 
Journal has just returned from a trip 
around the country. 


Here's his very interesting report 
of the mail order people he came 
across in his travels. 


“| have just returned from my bus- 
man’s holiday, Henry—three weeks 
of touring “mail order America.” It 
has been a really thrilling and stimu- 


(Continued on Page 16) 


REPLY-O LETTERS 
will do your selling job 
@ MORE EFFICIENTLY 
® LESS EXPENSIVELY 


NATIONAL ADVERTISERS SAY: 


Our Reply-O Letters elaborete breodside 
produce between 18% i return postcard en- 
ond 32% replies We closed produced 8% re- 
hove been able to trace turns. The Reply-O follow- 
3 millions in business vp produced 24% from the 
from on expenditure of some fist 
$27,000.00 The Mothieson Alkoli 
New Englond Mutvol Were, Seperate 
Life Insurance Compeny 


“Reply-O-Letter topped all records 
brought in the highest number of 
contract dollors ever pulled by any 
letter we hove moiled 700 
inquiries, twice the number we hove 
been able to drow by other forms 
of direct mai 
F W. Dodge Corporation 
To save you time, send along the fol- 
lowing information when you request 
samples. 
Frequency of mailings. 
Average size of mailings. 
Type of list. 
This information will enable us to 
answer your initial letter with helpful, 
understandable facts and figures. 


REPLY-O0 PRODUCTS CO. 
150 W. 22nd St. . New York 11, NY. 





lating experience meeting the brilliant 
men and women around the country 
who have the job of “grinding letters 
into one end of a machine and watch 


ing checks flow out of the other. 


In Fort Worth there is a little 
lady of seventy named Miss Maxey 
who “helped break out Texas” fifty 
years ago. She sells ranches by mail 

and her only mailing piece is a 
penny postcard. Her most recent sale 
us a result of this elaborate effort. 
was a 55.000 acre kingdom with a 
sale price of $330,000! Like a proud 
Texan. Miss Maxey greeted me with 
the thought that | had come t. her 
state to get my “current changed 
after talking to her | was certainly 
well charged! 


Sixty vears ago a father and two 
Pueblo. Colorado 
They toured the countryside in a 
horse and buggy gathering metal 
scrap of all kinds— and doing a Litth 


odd trading as they 


sons settled in 


found oppor 
tunity. The horse and buggy outfit is 
Brothers Pipe and 
{ ompany labeled by 
present Bernstein mail 
The Macy's of the Mesa.” 
This organization sells anything fron 
a pipe elbow to half-track or a $45,000 
supercharged 70 ft. boom Diesel 
shovel by mail. How would you like 
te'try to dramatize galvanized culverts 


now Bernstein 
Machinery 
. 

lorris Guss 
order man 


“id a direct mail app al 


There is a magnificent flight alon 
the Rockies from Pueblo to Santa Fe 
Vd heard vague rumblings that ther 


were some pretty smart men in that 
olorful New Mexico town and made 
the jaunt. Santa Fe seems very far 
indeed from the corner of Broad and 
Wall but a lot of our people ought 
to go to school among the fabulous 
direct mail men one meets there The 
story goes that the streets of Santa Fi 
were laid-out by a drunken Indian 
riding a blind burro or i stormy 
night, so it will be just as well if 
you hire a native of the town to guide 
vou to Andy Anderson or Webb 
Youngs rr Wavie Mauzy You will 
find these men doing business iv 
structures — built 
sround 1600 near the site of the old 
Santa Fe trail You have seen their 
vivertisir yim many national public i 
tions the colorful tie 
Webb Young, Trader”: the biscuit 
baskets of Andy Anderson under the 
trade name of “Southwest Gifts” o1 
Gift Craft”: Wayne Mauzv’s adver 
tising of “Old Mexico Shop” hua 
ac hos. 


rambling vwlobe 


che Signs of 
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It is worth the trip to Santa Fe 
just to talk to these men—brilliant 
merchandisers every one of them 
Some day an enterprising author 
could write a best seller on the color 
ful life of Andy and Georgianna 
Anderson alone! 


Not too many years ago in Kansas 
City, Missouri, a man named John 
Tillotson sat with his wife at their 
kitchen table engaged in addressing 
i few mailing pleces——penny post 
ards. They were promoting a little 
magazine called “The Workbasket.” 
Circulation resulting from that initial 
flort has now grown to 1.200.000 
ind John Tillotson and his wife now 
have a huge mail order organization 

Kansas City is a swell town in 
which to meet and talk with mail 
skilled practioners like 
Johnny Walker ol Postal Life and 
Casualty Insurance; DMAA president 
Dale Eeton of TWA: Martin Baier of 


Pension Envelope and many. 


rder men 


many 


more 


For a real view of “America in 
Midpassage™ Madison 


\venue spend 


some of our 
could 
a profitable hour with Perce 
Harvey in Topeka. Perce. and his 
wife Esther. create the colorful and 
advertising 


copywriters 


many 


imaginative promotion 
for the Capper organization —and for 
other clients of — their 


agency. It would pay anyone in this 


umerous 


business to write and ask Perce for a 
set of the Capper direct mail pro 
brilliantly 
Harveys had their 
fling at the so called “big time” 

ind chose Topeka. After the midnight 
vab fest in front of the crackling 
fireplace I could see the 


wisdom of their wav! 


motion preces they are 


conceived The 


Harvey 


hundreds of stories 
Henry their 
friendliness and hospitality just about 
bowls over a stiff-necked Wall Streeter 
like me! Fellows like Sam Pace of the 
St. Louis-San Francisco Railroad: 
W. J. van Wormer of McCormick 
Armstrong in Wichita: Hanson Pig 
nan. circulation manager of the Oil 
ind Gas Journal in Tulsa; The 
lavlors of the Mayan Book House in 
San Antonio: Glenn Young of the 
Peace Publications in New Orleans: 
Vern Baumgarten of Wurzburg 

Memphis—-they are a 
wonderful crew. Ul be 
happy to help with the itinerary if 


lhere are 
ihout our colleagues, 


Brothers in 
wonderful 
invbody wants to “go thou and do 


likew tse 


“But Pd better wind up this lengthy 
epistle with a story about that color- 
ful Texan and astute mail order 
operator VM. P. Brown of Fort 
Worth, “M. P.” with a gleam of 
humor in his eye. introduced me to 
one of his associates as “the dam- 
vankee down from the North to steal 
our eve-teeth.” | countered with the 
reply “no. | am just here to learn 


how 


“Henry, 


truer words I never spake! 


it was all in good fun, but 


ned) Lawrence G. Chait” 


The Block Shop, 58 Wall Street, 
New Haven 11 


made a very successful Easter mail 


Connecticut recently 


ing. They sell “educational” toys. 


Merrill Lindsay of Lindsay Advert 
tising. 95 Crown Street, New Haven 
10. Connecticut told us all about their 


creation, 


Mailed in a small box under 3« 
postage to 6862 very carefully chosen 
customers and prospects pretty 
lively-colored plastic Easter eggs. 
Large yellow label was attached to 
es a small, 


by string. Inside 
$ x 6 sheet of paper with following 


rhyme 


THk bk AND YO 


you 
can do 


tongue 


bonnet 


wy wear a bonnet? e wears a hat! 


ll. go right ahead and put on that.) 
Whatever you wear 
Te cover your hau 
Go hippity-hop 
lo the old Block Shop 
treet called Wal 
Telephone Building standing 
given you 
or maybe blue 
tiny as tiny 
can grow to be big and shiny 
ful colors from a far-off place, 


licate lace 


mystery 
ld Block Shop and see 
» far for a personal visit, 
get this quaint what-is-it. 
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OVER RAIL 


American Business 


MOVES 


in Envelopes like these 


. . - and moves with certainty 


At one time or another every mailing 
room (yours included ) needs these three 


envelopes: 


Columbian Clasps to mail, via 3rd or 4th 
class, catalogs, ad mats, counter cards, 


broadsides and a host of other printed pieces. 


Columbian Flat Mailers to send reports, 
manuscripts, documents—large mailings that 


must go first class. 


Columbian Airmailers to hustle any large 


single mailing through the clouds. 
Top: COLUMBIAN CLASP, the most famous trade-marked 
envelope in popular use today. In 24 sizes from Your local supplier has these U.S.E. 


2% x 4% to 12x 15% . e . 
Envelopes in stock, or can quickly get them 
Center: COLUMBIAN FLAT MAILER, with heavily 


gummed flap and stout seams. Made of tough, glazed for you. Ask him to show you samples os 


brown kroft paper. In 6 sizes from 6'2x9'% to 10% 15 then order what you need to 
Bottom: COLUMBIAN AIRMAILER, companion in round out your mailing room efficiency. 
make up to the Flat Mailer, but with Jet-Wing border 


design. In 9'2x 12% stock, or any size specially iia 


printed on order 


UNITED STATES ENVELOPE COMPANY 
General Offices—Springfield 2, Massachusetts 


DIVISIONS FROM COAST TO COAST 





World’s Oldest 
and Largest Builders of 


PNEUMATIC TYPING EQUIPMENT 


now Present... 


The Neu 
Selector Auto-typist 


Here is a new miracle of speed and iutomatically “selects” the letter to 
efficiency never before attained in a be written—and then types it with 
pneumatic machine of this type. And ibsolute accuracy and twice as fast 
back of it are 40 years of experience is a skilled typist could do the work 
n pneumatic machine operation manually 

On this particular machine there is a The use of the machine for regular 
perforated record roll—similar to the typing is not impaired by the Auto- 
record roll on a player piano. Th typist mechanism which is entirely 
roll is large enough to accommodate enclosed in the modern functional 
from five to twenty different letters desk as illustrated above. 

While the operator types the name, We wil! gladly send full particulars 


address and salutation, the machine ipon request. 


The Auto-typist 


614 N. Carpenter Street, Dept. 25 Chicago 22, Illinois 


MAIL FOR LITERATURE 


THE AUTO-TYPIST 
614 N. Carpenter St., Dept. 2 Chicago 22, Mi. 


Without cost or obligation, please send information about the new Selector Auto-typist 





NAME ——— 

COMPANY_____.___ 

ADDRESS_______ 
CITY 











Just send the tag back at once without fail 
And receive the gift by Uncle Sam's mail 
(More, too, vou can do 

lf it pleases you 

To save the trouble of extra hopping 
Add a list for your Easter shopping 

Our catalogue ttems already embossed 
Can be quickly supplied at nominal cost 
Specially wrapped for Easter and spring 
With ribbons and bews and everything 


Results were closely tabulated . . 
and showed a fine response. 


Kids started pouring i, asking for 
the gifts. Also = mail requests, 
Personal visits accounted for 1032 
rs. with 547 by mail. 


“Uf 
egg 


neidentally. in 1100 of the original 
ges. which were sent to out-of-town 
i 


stricts. a mail order ad (which 


t 
‘ 
appeared in “House Beautiful”) was 
inserted. Coupon offered an Easter 
basket with surprises inside . . . for 
$2.00. Of these. 208 orders came in 
The insertions in House Beautiful 
tabbed 557 


Stop Us If 
You've Heard This One... 


A new bank clerk, dictating, was 
in doubt as to the proper use of a 
certain phrase, so he said to the ste 
nographer Do you retire a loan?” 
And the wistful-eved one replied 
rather covly No, IL sleep with 


mama 


ha-ha 


Sign in the subway entrance in Chi 
cago Have a Frankfurter and Roll 


Downstairs 


ho-he 


An ofheer of ancient Rome. called 
away to the wars. locked his beauti- 
ful wife in armor. gave the key to 
his best friend. with the adme sition, 
“If | don't return in six months. use 
this kev. To you. my dear friend, 
| entrust it.” He then galloped off 
to the wars. About 10 miles from 
home. he saw a cloud of dust ap- 
proaching. and waited. His trusted 
friend. on horseback. galloped up 
and said. “You gave me the wrong 
kev.” 

sit him 
we Oe 





SUPERVISING THE CORRESPONDENCE OF A TYPICAL COMPANY 


How to Improve 
Your Correspondence 


by Sybil Lee Gilmore 


Reporter's Note: Here is one of the 
most helpful articles you have ever 
read. Everybody talks about improving 
general correspondence ... but very 
few do anything about it. Only a hand 
ful can tell you exactly how to go about 
setting up a correspondence super 
vision program. And some of those who 
know won't tell, The REPORTER has 
tried for years to get a down-to-earth 
article which didn’t get involved in 
complicated details. Finally we found 
Sybil Gilmore, who is correspondence 
supervisor for the Standard Register 
Company of Dayton, Ohio. She knows 
what she is talking about ... because 
she is doing a really good job. 


As one of your steps during 1949 in 
cutting costs and making your Direct 
Mail more effective ... start corres- 
pondence training and supervising in 
your company. That advice is good for 
small as well as large companies. And 
remember that letters, plain ordinary 
business letters, are the basis of all 
Direct Mail. 





It is generally conceded, I be- 
lieve, that business correspondence 
as a whole, the kind that results 
from just “‘doin’ what comes natur- 
ally’’ without any training, is in- 
ferior. For that reason, many com- 
panies have set up correspondence 
improvement programs. Such is the 
case at The Standard Register 
Company, manufacturer of continu- 
ous forms record systems. 


The objectives of our program 
are three: 

1, To produce high-quality letters 
that will serve as creditable rep- 
resentatives of our company—ones 
that will build business and pro- 
mote good will. 

To produce these letters with a 
minimum of effort on the part of 
those involved, 

To produce these letters at the 
lowest possible cost. (Now re- 
member, I’m. talking avout high 
quality letters, We are not inter 
ested in reducing expenses at the 
sacrifice of effectiveness—by using 
cheap letterheads, by having fast 
typists who are inaccurate, by 
using preprinted form letters when 
individually dictated ones are 
desirable, or by shortening letters 
to the point of curtness.) 

The letters I found upon entering 
my present position as correspond- 
ence supervisor in the fall of 1945 
did not fairly represent the high- 
quality products, efficiency, ser- 
vice, and friendly spirit of our 
company. Those letters, | believe, 
were typical of those going out 
where no 


from many companies 


training has been given. Below is 
a list of prevalent weaknesses, 
together with a few actual examples 


| ran across before the correspond- 


ence program was begun. 


1. Lack of standardization of 
make-up. Although letters typed 
in our centralized Transcribing 
Department were set up in the 
pure block form with open punctua- 
tion, those written by secretaries 
and stenographers varied in form. 

2. Improper placement on the 
letterhead. Out of 2,500 outgoing 
letters selectedatrandom, approxi- 
mately one half were too high or 
too low, or the margins were 
uneven. 

3. Mistakes in grammar, spelling, 
and punctuation. In the 2,500 
letters, there were 300 serious 
mistakes in grammar or sentence 
structure. One ofthe most common 
was a lack of agreement of the 
verb with the subject, such as, 
“Enclosed is the invoices re- 
Other particularly fre- 
**leave”’ for 


’ 
quested, 7 
errors were 

} ? ° ” 
**don’t for ‘‘doesn’t, 


66999 ‘ 


or *‘me,”” and 


quent 
ge 
**myself’’ for 
**‘who”’ for “‘whom’”’ or vice versa. 

Here’s one letter that illustrates 
not only mistakes in grammar and 
sentence structure but practically 
every other possible flaw! 

“Referring to our letter of May 
26 concerning unpaid balance. We 
shall appreciate it if you kindly 
arrange to leave us have your 
check at this time. Enclosed you 
will find postage-free envelope 
for your early reply.” 

Out of the same 2,500 letters, 
there were 80 misspelled words. 
No count was made of the number 
of times each was spelled incor- 
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rectly, but such words as “‘accom- 


sé ‘ 


modate,”’ *‘incidentally,”’ “‘recom- 


” 
mend, 


and ‘“‘supersede”’ were 
runners-up. ““Affect”’ and ‘‘effect”’ 
were repeatedly confused, as were 
““principal’’ and ‘“‘principle,”’ 

No attempt was made to record 
the mistakes in punctuation, but 
they were numerous. 

+. Delays in answers of follow- 
ups. Some letters were not an- 
swered for a month or so after 
receipt. A letter dated October 29 
began: “‘by this letter we ack- 
nowledge receipt of your order of 
October 1”’ and ended: Thank vou 
again for your order. You may be 
assured that we will handle it 
with our usual prompt and efficient 
n anner.”’ 

5. Inconsistencies of policies. 
lwo correspondents Sitting sie 
by side in the same department 
sometimes handled identical situa- 
tions differently. 

6. Kepeated dictation of the same 
or almost the same letters. | re- 
member seeing copies of 100 ex- 
act letters that had been dictated. 

7. Statements that reflect ' 
favorably upon an individual, 
department, or the company as a 
whole, as: **Your letter of October 
2 has finally reached this depart- 
ment after laying stagnant « 
desk of a correspondent 
Order Department.”’ 

8. | ong, rambling letters, When 
some were revised for effective- 
ness, it was found that in several 
cases as much as ten minutes 
could have been save in tran- 


scribing time--to say nothing of 


the dictator’s tin e, and the re- 
h ipient’s time and patience. 

9. Lrite phraseology. Out of 800 
letters taken atrandom, there were 
1,440 whiskered expressions, or 
approximately two to a letter. The 
ten most overworked were: advise, 


per, in the amount of, enclosed 


herewith, enclosed you will find, 
attached hereto, we wish to ack- 
nowledge, we have received your 
letter, referring to your letter, and 
the writer. (The last is one of my 
strongest aversions. Our general 
policy is to use “‘we’’ rather than 
**1.*? because in most instances 
the correspondent should be re- 


lerring to the company rather than 


2( 


to himself. But the correspondent 
is urged to use “1? if for any 
reason it is desirable. Certainly 


he should not write, “‘When we 


talked with you on the telephone 


yesterday,”’ if he alone did the 
talking. | agree with Mark Twain 
*“*No one is entitled to refer to 
hirr self as ‘we’ expect kings, 
editors and persons with tape- 
worms.” 

10. Long quotations from letters 
being answe redor complete quota- 
tions of letters. 

Ll. Negative statements, some- 
times ridic ulous, such as **We 
are very anxious to be of service 
to vou and hope you will favor us 
with a request for further informa- 
tion, or perhaps you might send 
is an order”; and **We are very 
sorry for the inconvenience and 
consternation you have suffered.’ 

12. Poor arrangement of materia 
Many paragraphs contained as 
many as twenty r more lines. 
Seldom was material that needed 

mphasized set off by specia 
indentions or listed in 
three order, 

(tf course, manv letters written 
before the correspondence progran 
was begun did not ¢ mtain the 
weaknesses justenumerated. Some 
were very good. but the examples 
cited were not rare exceptions. 
lor that reason, we realized that 
we should have athrough training 
program for both the dictators and 
the transcribers of letters. (The 
term “‘transcribers”’ includes sec- 
retaries, stenographers, dictating 
machine operators, and typists. 

\ little training sometimes re- 
sults only in false confidence. 
\ business-man’s wife decided 
she could be of help to him be- 
cause she had attended a lecture 
on business correspondence. The 
letterexpert had said that etfective 
letters were assured by the ob- 
servance of 7 C’s. After reading 
yne of her husband’s letters she 
said, “Well, John, for the most 
part it’s good, It’s Clear--Samuel 
Jones will know vou want vour 
money; it’s Complete vou’ve left 
nothing unsaid; it’s Concise— 
every word is needed; it’s Concrete 
--the language is vivid, extremely 


vivid; it’s Courteous and Con- 


THE 


siderate, for you've used ‘please’ 
three times and ‘thank you’ twice; 
but it’s not Correct—‘lousy’ isn’t 
spelled with a *z’ and ‘bum’ has 
only one ‘m.’ ”’ 

We decided the best starting 
point inour program wasthe prepa- 
ration of a correspondence manual 
toserve asa guide for correspond- 
ents as well as transcribers. De- 
fore attempting to write the manual 
| checked hundreds of carbon 


rut going letters and 


copies ol 
classified then é rding to 
weaknesses such as those already 
nentioned. [his step was taken 
determine what points to stress 
and also to have actual 
rather than hypothetica 
illustrations. Good etters 


those having g d parts were 


regated to he as effective 
examples, 

Our manual is entitled “*lp-to 
/ 


Standard”’ [etters. Its introduc- 


tron answers two 


1, What are‘! p-to 


Why shou 


Make-u 
ibject Matter 
Presentati« r 


t Matter 


( rrespor 
sets forth the t ONSi- 
bilities of the corres 
spondent, the qualifice 
tions he must possess, 

the Steps he nust 
take in order t 
good letter. 


write a 


The Transcriber makes 
plain the responsibilities 
f the transcriber and 
etaile instruc- 
rcarrying out those 

responsibilities. 
Every correspondent and tran- 
scriber has a copy of this manual 
whic h is used as the textbook n 


our ( lassroon 


instruction. The 
complete manual is covered with 
both the correspondents and tran- 
scribers so that they will have a 
better 


+} , > ! 
other’s problems. But in classes 


urderstanding of each 
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for correspondents, the material 
intended primarily for transcribers 
is passed over lightly, and vice 
versa. 

So that management could be 
fully acquainted with the training 
correspondents and transcribers 
would receive, the course based 
on this manual was first given to 
our Office Management Council, 
composed of 42 members. The 
spirit they showed during that 
series of group meetings is still 
a source of pleasure, for | had 
100% cooperation, or at least 
99-44/100%. That close coopera- 
tion, without which nothing could 
be accomplished, has continued, 

Since those initial meetings, 
we have had organized classes 
for close to 100 dictators of 
letters. For the most part, they 
were taken by departments, with 
each group spending around 15 
hours in the classroom. Also, 
approximately 80 transcribers have 
been included. They have beer 
takenin groups averaging 10, with 
each spending around 15 hours in 
the classroom. In conjunction 
wit ur own “‘l'p-to-Standard’’ 
letters manual, we use in train- 
ing our transcribers the Dartnell 
Correspondence Manual and Tran- 
scribers’ Handbook. 

All work is done on company 
time, and assignments are not 
lengthy. Correspondents and tran- 
scribers are askedto read assign- 
ments outside of classroon peri- 
»ds, and occasionally to do some 
written work. 

It is difficult to get correspond- 
ents to discard whiskered expres- 
sions and to write in a conversa 
tional manner. | often say some- 
thinglikethis: ““Now, Bob, if your 
wife had asked you this morning 
to bring home a loaf of bread this 
afternoon, and you later had to 
telephone that you couldn’t, you 
wouldn’t say, “‘As per your re- 
quest of this morning, please be 
advised that the speaker will not 
be able to pick up the loaf of 
bread as he must remain over 
time at the office. Regretting in- 
ability to do same and hoping 
that said action meets with your 
approval, | remain. ”* Bob gets 


the idea, 


MAY 1949 


It is also difficult to get some 
correspondents to use pleasant 
expressions such as, “We are 
shappy,”” and “‘It is a pleasure” 
because they feel they might 
sound insincere (and we do preach 
sincerity!). On the other hand, 
every once in a while someone 
will go haywire and write: “‘We 
cannot understand why you have 
not answered our letter, but that 
seems to be your pleasure’’; or 
“We are glad to cancel your 
order.’’~-which always makes me 
think of a credit manager in Day- 
ton who telegraphed delinquents: 
““Must have check by December 
30 or will sue. Merry Christmas,’’ 
One customer wired back, “*Go 
ahead and sue. Happy New Year,”’ 

rhe majority of correspondents 
and transcribers take adverse 
criticism  good-naturedly. Al- 
though | never reveal names when 
pointing out to a group weak- 
nessesina letter, often the writer 
will remark, “‘I know it’s lousy, 
but I wrote it—such and such is 
wrong--such and such shouldhave 
been said.”’ | give praise when 
it is genuine, and make a point 
of mentioning names when dis 
cussing good letters. 

In addition to the time the cor- 
respondents and transcribers have 
spentin the classroom instruction, 
frequently they have been called 
together in small groups so that 
weaknesses or strong points could 
be brought out, or so that new 
procedures could be explained. 
For example, in the fall of 1947 
when we began dropping the salu- 
tation and complimentary close in 
our general correspondence, we 
had meetingsto be sure that every- 
one understood what was to be 
done and why we were adopting 
the practice. We decided to omit 
these letter parts asthe result 
of a survey among members of our 
Office Management 
was generally agreed that these 


Council. It 


parts serve no useful purpose— 
that it’s not their inclusion 
or omission that makes a letter 
courteous or discourteous, but 
the actual message. It is my be- 
lief that the simplified letter form 
(the use of the pure block form as 


well as the elimination of the sal- 


utation and complimentary close) 
is the style of the future, for busi-, 
ness organizations are becoming 
more and more work-simplification- 
minded every day. 

In addition to this style, some of 
the other economies practic ed in: 
our letter writing are: 


1. The use of electric type- 
writers equipped with pinfeed 
platens in the Transcribing De- 
partment where the greatest part 
of the typing is done, as well as in 
a few other departments, to assure 
faster typing. 

2. The‘use of marginally punched 
continuous letterheads with inter- 
leaved carbon. The transcriber 
does not have to stuff carbons and 
insert paper before beginning to 
type a letter--a great time saver. 

3. Standardized side margins of 
1-',”’ for all letters, regardless of 
length, typed in the Transcribing 
Department. This practice permits 
the transcriber to type continually 
without changing margins. Differ- 
ences in length are compensated 
for by varying the number of spaces 
between the parts of the letter. 

1. Elimination of the word ‘‘Atten- 
tion,”” before an attention notation; 
**Subject,”” before a subject line; 
and “*P.S.”’ before a postscript— 
unnecessary because the notations 
identify themselves. 

5. Placing an asterisk in the 
right-hand margin opposite the 
line in the body of a letter in 
which an enclosure is mentioned, 
as well asan asterisk plus “‘Enc.”’ 
at the end of the letter to indicate 
anenclosure. Although this practice 
requires a few extra seconds in 
typing time, it assures the actual 
enclosing of all material mentioned; 
therefore, it may prevent an extra 
letter on the part of the recipient 
as well as anotherin our company. 

6. The use of window envelopes 
for general correspondence (not 
executive or that of a confidential 
or personal nature). 

7. The use of handwritten notes 
rather than typed ones for brief 
messages sent within the office 
or to the field. We have several 
special forms for this purpose, 
some of which have a number of 


preprinted items to be checked. 
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8. The use of form letters when- 
ever practicable. The means of 
processing is dependent upon 
the nature of the message. 


Because our business is to sell 
forms and mechanical devices to 
simplify paperwork, we feel that 
it is particularly important to 
practice every p »ssible shortcut 
so long as we keep our correspond- 
ence up to a high standard. 


\s correspondence supervisor, 
it is my responsibility to acquaint 
all concerned with the economies 
we have adopted, to récommend 
others when they seem advisable, 
and to encourage correspondents 
and transcribers to submit sug- 
gestions in our formal Suggestion 
Program. 

What avout the results of our 
program ? I wish | could say that 


all our letters are superior, that 


our problems are over. But that 
isn’t true. | do feel, however, 
that most of our correspondence 
can now be classified as fair 
or good, Although something very 
bad appears every once in a 
while, for a long time | haven't 
seen anything as cidiculous as 
some of the examples cited earlier. 
Many of the weaknesses have been 
practically eliminated, and all 
have been reduced. You will 
remember that out of 2,500 letters 
reviewed before the program was 
started approximately one-half were 
not placed properly. A recent sy- 
vey showed that only 18 out of the 
same number were really badly 
placed. Also, the survey showed 
only 36 serious mistakes in gram- 
mar and sentence structure as op- 
posed to the previous 300; only 12 
misspelled words as opposed to the 
previous 80; and out of 800 letters, 


oniy 79trite expressions as oppose d 


to the previous 1,440. 

In addition to reviewing carbon 
copies of around 60% of outgoing 
letters, | periodically inspect in- 
coming mail to determine the re- 
action of the reciprents of our 
letters. As far as | know, there 
are few complaints that can be 
attributed to the kind of letters 
written. 

In correspondence supervision, 
there are no blanket answers to 
all questions and no tailored solu- 
tions to all problems. The pre- 
ferred methods of one organization 
may not be the same as those of 
another. But I do believe that any 
type of correspondence program is 
worth while if it resu!ts in: 

. Improvement in the quality 
letters. 

. Less effort mn the part of 
those involved. 

2 Less expense for the pro- 


duction. 





CUT YOUR COSTS 


With The Help Of The Reporter 


The Reporter is constantly experimenting with 


new ideas, 


new methods, 


new processes... for 


making the use of the mail more profitable, more 


effective, more economical. 


In every issue... 


you will find thought-starters which, if applied 
to YOUR BUSINESS, will save you many times 


the meager cost of a year’s subscription. 


And 


if youlike The Reporter...tell your friends about 


it. Subscription : 


$6.00 per year. 


The Reporter of Direct Mail Advertising 
17 East 42 Street, New York 17, New York 





NO ELEPHANTS? 


rhe Air Express people have been 
doing an effective job of telling 
people the advantages of their door- 


to door service, 


R 
receive frequent mailings in our 


New York office. 


April mailing consisted of a letter 
and six loose cut-outs. The letter tied 
in with the paper pieces. Here it is 


April, 1949 
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AIR EXPRESS 


They found bidders TREASURE 
WLUTTILE Ti BOKES/ 


When the company put in a postage 


meter, all departments were asked to turn in 
their stocks of postage stamps. Although the 
firm isn't very large, the office manager was 
dumbfounded—and so was everybody else! 

to find $462.32 in st imps scattered around 
in desk drawers and stamp boxes 

Have you any idea how much company 
postage is unaccounted for in your offices 
in loose adhesive stamps that can be lost 
damaged or misused? A casual check might 
convince you of the economy, as well as 
efficiency,-of a postage meter 

With a postage meter, you buy postage 
by having the meter set by the postoffice for 
any amount you want and your postage 
is absolute'y safe, cannot be lost, pilfered or 
musused is automatically accounted for 
recorded in visible registers 

Printing postage, as you need it, in an 


amount needed, for any kind of mail 


PstTNEY-GOweEs 


far more satisfactory than stocking and 
sticking stamps, and manual mailing! 
The meter prints postage directly on the 
envelope the exact postage needed prints 
i dated postmark plus an optional small 
advertisement, and 
seals the envelope 
flap—all at the same 
time. And the meter 
prints on gummed 
postage tape for parcel post 
Metered mail is already cancelled and 
postmarked requires less handling in the post 
office, often makes earlier trains and planes 
And whether you send out ten letters a 
day, or a thousand find out now what a 
postage meter can do in your office by 
calling the nearest Pitney-Bowes 
office, or write for illustrated 
S. You Have No 
Mailing Prot. -ns? 


DoOOK iet 


Postage Meter 


PITNEY-BOWES, Inc., 2088 Pacific Su 
Originators of the postage meter larges 
+.» Offices in 93 cities in U. S. and Canada 


makers of 


Stamtord, Conn 





Get Your Letters Out 
Faster and Better! 
Make Plates In Your 


with PLASTIPHOTER 


Your sales letters move faster when 
Plastiphoter makes highest quality 
photo offset duplicating plates in 
your own office. It costs only 4% as 
much as ordinary plate-making 
equipment 

No special training is required to 
operate the Plastiphoter. Anyone in 


your office can quickly produce the 


highest quality plates youve ever 
seen. And it’s so compact uses 
only 3 square feet of your precious 
office space 

So why continue to “send out 
when you can make your own plates 
in a matter of minutes—at less cost— 
and with better results? 

Get full details on how the Plasti- 
photer method ends waiting time, 
makes clearer reproductions and 
helps you do a better job at lower 
cost. Send in the coupon... there's no 
obligation, of course, so fill it out 
and drop it in the mail nou 


ri TIME-SAVING + CONVENIENT + ECONOMICAL -—4 


‘ | 
| Reminglon Rand wr 
| 


STATE 


Piastiphoter Inquiry Remington Rand Inc 


Playing 
POST OFFICE 


By: EDWARD N. MAYER, JR. 


There's nothing particularly new 
about the Postal Rate situation. Sen 
ate hearings were concluded on April 
22nd and the House Committee hopes 
to finish up by May 18th or 20th 


However. it does seem certain now 
that H. R. 2945 and S. 1103 will not 


be passed in their present form. 


There's a strong possibility that 
two new bills will be introduced con 
nothing 


taining increases but 


like those 


what the increases will be 


sacrriie 
presently proposed Just 
when the 
bills will be ready for a vote. and 
what the effective 
matter of 


date will be is a 
complete conjecture 


There's even an opinion in Wash 
inglor that there will be ne postal 
voted during this 
of Congress At best 
with ne 


Increases session 


however. it's 
positive 


1 guessing game 


mmswer in immediate sight 


The hearings havent brought out 


invthing startling . but apparently 


has convinced a large 


yroup of Senators and Congressmen 


the testimony 
that even if some rate increases are 


sarranted. those proposed are not. 


let me alone” 


fellow” con 


I he ple riding te 
anid soak the 


now here did we see it 


other 
tinues ind 
more flagrantly portrayed than in 
in editorial that 

New York Herald Tribune. Thurs 
day April 28th. under the tithe 
For a Two-Cent Postal Card”. Space 
loesn t 
pole t we re 
part of it 
to find out how low special pleading 


appeared im the 


reprinting the entire 
only able te quote 


permit 
but if vou really want 


can sink. we sugg 


est vou get a copy 
W hen you 


either the excerpts below. or the 


tthe paper tor yourself 
read 
whole editorial ple ase remember that 
the Herald 
lew of tts copies under second class 
Need we 
the same report that showed a loss 
1, DOOLOOO for 


lribune mails quite a 


remind vou that ir 


rates 


of S85 


posteards there 


DMAA Past President 


was a littl item of $191.195.000 


shown for the loss on second class 
! 
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whic h 

There 

different 

le partment in 


Take the wer vestal card 
=t= almest » deliver 


msidet 


tive extreme 
t penny postal cards should 


solicitation of busines. 


is) arbitrary in 
has already 


the off-chance that you'd 
what the DMAA said in 
there 


Now. on 
like to see 
its brief to the Committee, 
follows its complete text 
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he cause value 


of Direct 


ctiveness 





ANCHORS AWEIGH On May 23, a 3c 
Annapolis Tercentenary Commemorative will 
be sold at Annapolis, Maryland. Depicts an 
sncient map of Annapolis and the entrance 
to the Severn River at the time of first settle 
ment. A ship is superimposed on map. Stomp 
s 84 x 1.44 Color blue 
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Sone ft nem 
ten represent America 
tions. The j 
ied and 
mul =oretailer- 
activities 
m their 


\ «mall 


pends 


ery 


=Vsten . n t guide 
establishme ! te ! ¢ than as 
iwseful tool t ’ nsid i im conjunc 
on with the factors ut go into 


present operatiot ; “t Offier 


artim 


he cost 
ertainment system er = the basi 
the Post Of east partially 
established 
benefit i me and 


Wganizatlo 


iis primary purpes > I ransport first 
la=- r letter mal 
are miv stlsidiary 

and) should 


services were ! ' ‘ the Post 
Whee would st b ore t arry First 
blematical 

curtailment o “t tra services 
reduce gre his overall cost of 


peration 


It Third Class mail were di 
~ not logical to believe that the ex 
for this particular service ($230 
swccording to the figures submitted to your 
Committee by Postmaster General Donald 
son) would be entirely eliminated. All of 
of pocket 


If Third Class mail were discontinued the 


this money is not “oul expense 


savings in transpertation costs, clerk and 
arrier = hire et would not total the 
amount isted above All of the costs 
mtained therein for Rural Free Delivery, 
(\ddministration, Buildings, would 
ave to be allocated to First 


ther remaiming Pp 


Former Postmaster General Walker, 
1 communication to the Chairman otf 
House Ways and Means Committee, on 
July 7, 1942, present evidence that Se 


(lass mailin mts are not justly 


om pute under the present cost system 
Although his letter specifically mentioned 
Second Class, we feel that this identical 
statement could and should be made about 


If ne second class matter were in the 
nails, it would not thereby eliminate 
1 proportionate share of the Depart 
ment personnel the inspection force 
the clerks. the carriers, the laborers, 
the railway mail clerks, the rural 
arriers, rent, light and fuel, because 
! + not possible to eliminate that 
portion of the personnel, the equip 
ment, th buildings, the mail rs 
und the trucks o Postal 
lishment that are handling the 


oad «t a second class matter 


Is ” our intention to present 
ingument about present cost ascet 
tainment, nor do mean to criticize the 


Post Office Department The 


Association have 


members 
f ur enjoved = very 
friendly relations with and receive splendid 

peration from both executives and per 
sonnel of the Department, who are doing 
their best to operate efficiently under al 
} 


heir indicaps 


Dires 


«t 


many Valuabie ree 
findings of the various 

up last year by you 
phases of the Hoover 
concerning both Post 

ind cost ascertainment that 
ious consideration before 


taken te noreast present 


iu (ns thon went 
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is being y 1 mod 
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rates could | 

iny effect on their 
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fourth class 
went into effect 
turn in business 
sing some rale- 
our members 
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neither 

is the 

R. 2945 

an extremely 
Postal Revenues 


American economy 


i te rams trom members t 
Mail Advertising Association 
nimer at this is n 
onomic beat. These 

letters to make it 

sell merchandise 

wn trend business 
members, be speeded 
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hy) 








SINCE 


1872 





460 W. 34th ST., N. Y. C. 


LONGACRE 4-2640 
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conduct of 
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curtailment n if mem» i ‘ from 


Paradis« 


lass mail ua I nosvivania, which says under the pre 
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Lithography 


Bo STecHER- TRAUNG 





SAVE MONEY WITH 


Make every dollar you spend for advertising pay oul! One way 
is to utilize the extra selling power of FL LL Color. And the surest and 
most economical source for top quality FULL Color is 
Lithography by S7ECHER- 7TRAUNG \NVivatever your product 
or service, you'll find Stecher-Traung able and ready to put the sparkle 
and influence of FL LL Color into your folders, booklets, brochures, 
You can enjoy mass 


inserts, box wraps, labels, etc.—al worthwhile savings! 


production economy on FULL Color even on surprisingly small runs. 


It will pay you to get the facts. Learn how you, too, 


can save money on FULL Color! 


STECHER -7RAUNG 


LITHOGRAPH CORPORATION 


* San Francisco 11, California 


Rochester 7, New York 


BRANCH OFFICES 


Baltimore, Boston, Chicago, Columbus. Harlingen, Jacksonville, 
Los Angeles, Macon, New York, Oakland, Philadelphia, 


Portland, Sacramento, St. Louis, Seattle 


Rode & Brand 


Special New York Sales Associates 





One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY 


LETTER EXPRESSING 


ONE MAN'S OPINION 


“| have read your column, George. 
every month since you started to write 
for the Reporter. and while | agree 
with much of your criticisin, | am 
beginning to wonder if there is any 
thing in advertising that meets with 
your approval. 


That was the opener, Henry, to a 
letter from a friend who chastised me 
for not giving credit to advertisers 


who are doing noteworthy jobs 


There is a lot of advertising that 
meets with my approval and if it was 
merely a matter of filling space in 
Tue Reporter to win plaudits from 
advertisers. | could do it qui ker and 
easier by patting backs than by kick- 
ing pants. 


Kicking 


winning 


pants is a hard way of 
friends. but I have been 
doing things the hard way all my life. 
due. possil y. to my close contact 
with my erandfather who lived his 


life doing things that way. 


When | was a kid | 


summers on his little farm where he 


spent my 


cut his grain with a cradle, threshed 
it with a flail and ground it by hand. 
One of my jobs was following him 
as he cultivated his corn to 
the clods that fell on the 
sprouts and dig out the weeds that 


removing 


young 


the cultivator missed. It was hard. 
backbreaking work for a kid who 
would rather fish, play in the woods 





EXCEPTIONAL FACILITIES! Cre- 
ative art and copy staffs, and 
production equipment in 40,000 
square feet, for fast, fresh, ef- 
fective sales promotion! Let us 
assist you with all or any part 
of your promotion program 


333 EAST 44TH ST 


PUSH ‘EM UP! 


Use the merchandising-by-mail skill that hos 
recently won 29 NATIONAL AWARDS for in- 
creased sales and profits. Various Ahrend- 
created compaigns are producing from 5% to 
12% sales now! Our staff of sales promotion 
experts will work for RESULTS for YOU—the 
direct economical way. For full details—with- 
out obligation—-call MU 6-3212 now! 


IT PAYS TO AHRENDISE! 


DW. AW REND COMPANY 


* NEW YORK 17, N. Y. « MU 6-3212 





More 





Tested Mailing Lists 


Accountants, Public 
Fleet Owners 
Foresters 

Men Over 50 

Power Plant Personne! 
Yacht Owners 


Ask for descriptive cards on these and many other lists 


Industrial list Bureau 


45 ASTOR PLACE GRamercy 5-3350 NEW YORK 3, N. Y. 


90,000 
23,000 
8,500 
26,000 
26,000 
7,000 








or manufacture carts from old buggy 
but the old gentleman with 
long white whiskers, who seemed to 
satisfaction out of wring- 
ing the sweat from his shirt than he 
did out of the job that caused the 
-weat. drilled into me the fact that 
the succulent roasting ears to come, 


wheels, 


get more 


as well as the sausage, spare ribs, 
liverwurst and smoked ham that the 
corm would produce depended upon 
the removal of the clods and _ the 
ligging out of the weeds. 


\s | see it. a healthy growth in the 
advertising field can not be brought 
about by merely admiring the hardy 
plants that flourish in spite of the 
Back-patting ad- 
doing good jobs 


clods ind weeds. 
vertisers who are 
with honest and ethical advertising 
will not protect the tender sprouts 
covered or choked by the clods and 
weeds of misleading and 
advertising and | don't 
think that the honest and ethical ad 
vertisers seek back-pats. Results are 
ol more importance to them than 
efforts. However, | 
think they realize that results would 
be even better if the field was cleared 
of the misleaders, the falsifiers and 
the racketeers; but they seldom take 
the time to pat the backs of those 
who are making an honest effort to 
promote a healthier 
field at large. 


false, 


annoying 


praise of thei 


growth, in the 


If | were to vo in for a bit of back 
patting. | believe | would start with 
the food advertisers. Much of the 
magazine and Direct Mail food ad 
vertising makes me hungry. The 
picture of a steaming bowl of rich 
tomalo crackers 
. a thick steak sur 
rounded by french fried potatoes . 

a platter of nicely browned fried 
chicken ... a thickly iced fluffy cake 


or a wedge of pie just 


soup with some 


floating in it 


makes me 
drool and | don’t know what a food 
advertiser could do to make me more 
conscious of what he has to sell than 
picturing his 


product ready for 


eating 


food 
advertisers who try to tempt me with 


Of course there are some 
pictures of someone “yum, yvumming”™ 
while eating something, or with silly 
songs or jingles, but such advertising 
falls flatter than a bride’s biscuits 


And speaking of pictures, it is this 
man’s opinion that they tell best the 
story that Lithographers, Engravers. 
\rtists and Photographers should get 
The high-ranking lithograph 


across 


29 





ers are doing a pretty good job in 
Direct Mail and magazine inserts. but 
I just can't understand the advertis 
ing thinking of the engraver who 
uses a page of white space, with just 
the company name in small type. o1 
any advertiser who uses a “com 
petitor’s technique” to sell his service 


I have received a number of pieces 
of Direct Mail from the 
Photo Service in which line drawings 
are used to sell their photographs 
In cartoon strips they tell a story that 
could be told so much better with 


photographs 

For example, this service explains 
How to order Tailor-Made Photo 
graphs.” as follows 

Beneath a line drawing of a man 
behind the counter of the 
goods department is the caption 


sporting 


is TI acquets 
Beneath a line drawing of 
i desk is the caption 
\ 


Serv ee the ' " ! hie ca ane 


New York area). Outline your pic 
Send a sketch made to assure best final 


! prlverne ! verul soate n | 
strikes a pose Several exposures are 
ture needs selection 


An envelope addressed to the client 
and marked “RUSH”, pictured by 


pen, carries the caption: 


Caption’s a line drawing of a hand 
holding a rough sketch: 


need net De anvihing but a 
drawing, like the one ve 
The idea” for the picture is ‘ . . : Rx 10 


what counts. Send the racquet as a 2 fron an 


shown " — ~~ eters - 


enlarge 
picture prop of ‘ m= Rgg This is 


ent 
\ line drawing of a girl entering 


the office of the Bonomo Photo 


Service is captioned: 


Then comes the only photograph in 
the strip. showing the action picture 


ES eee with the caption: 


selecting a model whe The shed picture is exclusively 


Service will “cast 
ur picture 
iffers the necessary beauty as we is , tailor-made” to your exact 
uldeors type ines . _ It dra apiene 


Vivacious ithlet your prod 


ieeded et and “fits ur catalog plan 


\ line drawing of a director and a 


photographer is captioned: The final picture in the strip shows 


the tennis girl in action in an advert 
Posing of t lograp we be tisement but it is a pen picture which 
poh rman ragge certainly doesn't back up the caption 


working 
tion is kept in mind 
picture The in 
1 pix th thre be exactly 


\ line drawing of a tennis git hed 4 
action = picture Saee yos Peas ON Cas 


Printing reprod 


posing for an 


captioned However. this sort of advertising 


which in my opinion misses the boat 











Yes, more than a million pieces a day leave Excello . 
printed catalogs, direct advertisements, brochures, book- 
lets and folders for Nationally Known companies of out- 
standing character. From this complete plant equipped 
to print letterpress, offset, mount and die cut, flows the 
sales tools of those who know that business is built on 
quality printed sales messages delivered on time. 


Priced competitively to give you a better printing job 
at a lower cost and still deliver the impact of quality. 


Quotations? . . . sure. Our business is built on 
intelligent quotations. We want the jobs that 
belong to us. 


xceLto Press .. 


LITHOGRAPHERS + PRINTERS 
400 NO WOMAN AVENUE CHICAGO 24 111 
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is not doing advertising as a whole 
any harm, and as | am not an 
authority on advertising. it is not for 
me to eriticize. Such advertising may 
be getting better results than adver 
tising | might think was good. and 
for that reason I confine my eriticism 
to the efforts of those who are bring 
ing discredit on the business as a 
whole. 


One does not have to be an expert 
or a know-it-all to be a critic of such 
advertising. All that is needed is just 
a bit of common sense and an ear 
open to the comments of those with 
whom one comes in contact 
providing one’s contacts are not 
limited to members of the advertising 
“profession”. 


Yours. 


Geo. 


WATCH OUT 
FOR RACKETS 


The Better Business Bureau is 
appealing to all members of the 
DMAA and to mail users generally 
to help counteract the alarming rash 
of mail rackets. 


We have yone over some of the 


current cases with BBB officials. And 
it is alarming. Postal Inspectors 
have always agreed that frauds and 
misrepresentations get worse as busi- 
ness tightens up. The racketeers see 
easy money. 


This reporter has always believed 
that legitimate users of the mail 
should help in keeping the mails 
clean. People who are duped by 
some fraudulent scheme are less in- 
clined to buy by mail. 


We have recently seen letters from 
indignant women saying in effect: 
“Never again will | buy anything by 
mail”. So it’s a problem for all of us. 


The worst cases at present: 


a. Fraudulent mining stock offers. 
Many from Canada. Some have 
already had fraud orders entered 
against them. 


b. Unordered merchandise.  lUn- 
scrupulous firms are again running 
the rackets of sending neckties, books. 
handkerchiefs, art studies, etc. to 
people who have not ordered, but 
who are later dunned for the merchan- 
dise. The recipient is under no obliga- 
tion. Do not return merchandise. Pay 
no attention to bills. Report cases to 
your local Better Business Bureau. 
Tell your friends. Even if they ship 
you a grand piano unordered they 


Continued on Page 32) 





Don't sell me shoes, 
walking in the open air. 


Don’t sell me furniture. 
contentment. 


Don't sell me books. 
knowledge. 


Don't sell me toys. 


Don't seli me tools. 
things. 


Don’t sell me tires. 


Don’t sell me plows. 


life and happiness. 





Salesmanship 


Don’t sell me clothes. Sell me neat appearance —style— attractiveness. 


Sell me foot comfort and the pleasure of 
Sell me a home that has comfort, cleanliness. 
Sell me pleasant hours and the profits of 


Sell me playthings to make my children happy 


Sell me the pleasure and profit of making fine 


Sell me freedom from worry and low-cost-per-mile 
Sell me green fields of waving wheat. 


Don't sell me THINGS. Sell me ideals 


Please don’t sell me THINGS. 


REPORTER'S NOTE: In other words, sell the sizzle and not the steck 


feelings self-respect home 


Typo Graphic ° 











How can you 
SELL them 

unless you 
TELL them? 


This Elliott Cardvertiser is the only machine in 
the world that both prints and addresses Post 
Cards and its speed is spectacular 
The period of hard-to-get Merchandise is chang 
ing to a period of hard-to-get Customers —and 
it 1s ume for all business men to consider what 
and how they will advertise 
Newspaper and costly mail advertising is dom 
inated by big business. Burt if you have the ability 
to compile a mailing list and tell your story on a 
penny post card, this Elliout Cardvertiser will save 
your business because it will get hundreds of ac 
srately addressed and pertectiy printed post 
cards into your nearest mai! box within one hour 
f the moment you conceive the thought 
May we send you copies of letters showing how 
the Elliott Cardvertiser has saved and built many 
retail businesses selling exactly what you sell ? 


The Elliott Addressing Machine Company 
127 Albany Street, Cambridge 39, Mass 

















Added Space and 
New Facilities .. . 


combine to further increase 
our capacity to serve your 
interests intelligently, ef- 
fectively and economically. 


Our battery of eight 
AUTOMATIC INSERTING 
MACHINES has increased 
our daily mailing capacity 
to over 500,000 pieces of 
mail. 


“SN 


True-Sullivan-Neibart 
ASSOCIATES, INCORPORATED 
VEN HOME 


47-30 Thirty-Third Street 
LONG ISLAND CITY 


STillwell 6-4740-41-42 


Within 12 minutes of 
Grand Central Station P.O 
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[LET THIS ... 


Guide you to 
better Direct Mail 


This orderly, thorough, down-to-earth 
year-long study program in all the 
ramifications of a VERY BIG subject 
will help you to avoid the pitfalls 
und to increase the power f your 
Direct Moil 
Send for my twenty poge prospectus 
No trick No “free” offers N 
wmazing promises. No world with 
fence around it 


u 
HENRY HOKE 


17 East 42nd Street. New York 17, N Y 
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the 
missing link... 


Y 
UPPLES ENVELOPE CO. INC. 
/ 960 FURMAN ST. BIKLYN 2, N.Y 





cannot collect. That’s the way to dis 
courage the racketeers. 


c. The old Spanish prisoner scheme 
is popping up here and there. An 
“unjustly” imprisoned man in Mexico 
or Spain writes to let you in on hidden 
fortune if you'll help him get out of 
jail. Report to local postal inspec tors. 


d. Directory rackets. You get a 
bill for a listing in a 
directory with proof of a listing which 
appeared somewhere else. Bills look 


business 


authentic. Some people pay. but don’t 
see small print. Seve ral of these cor 
cerns have been closed up, particular 
lv in Boston. Detroit and Philadelphia 
but many are still flourishing. Re 


port each case to BBB. 


e. The mail order rackets. Too 
many to list. People are induced to 

into the mail order business by 
some of the shysters offering sure- 
fire money making plans. If you run 
into cases which appear to be obvi- 
ously fraudulent or misleading. send 
to BBB. 
complaint 


They never reveal source of 


f. We hate to report it, but there 
“charity rackets”. 
There are so manv good causes, it’s 
i shame that a few make it difficult 
for the others 
izations pulling at vour heart strings 


ire a number of 


But there are organ 


whose cause consists in large part of 
paving the professional promoters 
If in doubt. call the BBB or the 
re putable Social 


have a dependable clearing house of 


“ery ice Avene les 


information. 


The whole point about this item is 

get all of you to be watchful of 
our incoming mail. The BBB claims 
that all branches are receiving more 
complaints on mail frauds than ever 
helore in history. We have seen 
enough evidence to prove it. 


It is our selfish job as mail users 
to help protect the public so that our 
fers will not fall on deafened ears. 
Don't hesitate 
cious case to your BBB or to the 


Postal Inspe ctlors 


Report every suspi 


SUPPLEMENTARY NOTE: We're glad to re- 
port that the abuses in “field selling” are 
becoming fewer Remember our articles in 
May and June, 1948 issues? Through the 
Control Registry Plan of Publishers Association 
all field crews ore now registering with local 
police departments We recently checked 
with fifteen cities. All report conditions im- 
proved. A few abuses persist. When phony 
rackets are pulled it hurts all succeed- 
ing mail follow-up So continue to report 
obuses about which you learn 


CUSTOMER RELATIONS 


Here’s the practical approach 
toward customers taken by George 
Franklin, sales promotion manager of 
Rapid Grip and Batten, Ltd. (photo- 
engravers and advertising). 177-195 
Richmond Street West, Toronto 2B, 
Canada. 

Dear Mr. Hoke 


We have a belief here that anything we 
un do to add to the sum total of our 
wstomer’s knowledge makes him not only 

better customer but an easier man to 
lo business with. With this in mind we 
have been placing the emphasis, in recent 
years, on educational advertising. In keep 
ing with this thought, we are releasing a 
series of booklets this year aimed at being 
of help to the Advertising Production Man 
We anticipate that there will be eight in 
the series, the first two of which are 
enclosed for your perusal. Any comments 
you care to make on them will be greatly 
ippreciate d. 


Cordially yours 


» and Batten Ltd 
Franklin 


Rapid Griy 

Signed) George 

First two booklets are called “How 

to Prepare Copy for Photo-Engrav- 

ing and “How to Buy Printing 

Plates” They are 3! x 6! ‘yy’ 16- 
pages. each in different color. 


\ valuable Reproduction Chart on 
both center spreads “a” suggests best 


printing plate for each specific job. 


lL seful litthe booklets that offer a 


lot of basic information. 


A DOGGY IDEA 


Maybe it's been done before. but 
this.is the first time we've seen it. 


The Palm Garden Restaurant. 
Indian Rocks. Florida (J. B. How- 
ards of Curtis 1006, favorite hang- 
out) keeps a peeled eve for custom- 
Even the 


cars are checked to spot pets. 


Those so accompanied receive a 
nicely folded bag bearing an illus- 
tration of three appealing pups. The 


copy re ads 


ers who come with dogs. 


“We Love Pets loo! So we pro 
vide for your convenience this Grease 
Proof Bag to take out vour table 


Another reason. in addition to 
wonderful food. why The Palm 
Garden Restaurant is always crowded 
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Important Notice 


To All Reporter Readers 


We have had many calls and letters 
over the pub 
called 
lt appeared on 


e\pressing “contusion 
lication of a new 


“The Reporter’ 


magazine 


. newsstands 
wil 26th. 
The Reporter , a sao 
ssnieeieeniae } NO 
have not 
sold = out” 
We have not 
moved. We 
have not 
changed our 
editorial 





poli - 


We feel exactly like Bob Cramer of 
Ozark Nurseries who got Jack Cart 
to write the following letter when a 
competitor copied his colorful and 


distinctive letterhead 


NOW LKNOW HOW A WOMAN FI 
ch s 


when she has a dress of wi 


ELS 
the o 
particularly proud and the saleslady 


her there's nothing Ise e § n town 


And ther 
goes to chure she runs «mack 


morning 
when ste 
ip against 1 neighbe earing lres- 
exactly like hers 

She dont know ether to feel flattered 
" turtous C)inve barrassing 


moments, 


veme 
ress liked 
couldn t 


| always s 
ill het up 
so far as 


nN } 
much 


But 
tomers net 
but seeing 
may be led into send 
DFISH 1 


OZARK GO 


MAY 1949 


And that would be a calamity, wouldn't 


For you and for me, too Se just to 
blank 
addresced to 


be on the safe side use the order 


enclosed and see that it is 
Ozark at Stoutland 


Yours for fairness in 


Life, love and letterheads 


We do not know why the new pub 
lishers using “The Re- 
porter” .. . for their editorial policy 
and content do not fit the title. Its a 
Commentary or Essayist. rather than 
a Reporter. 
first leaves the 
bewildered. In 


insisted on 


reader rather 
format and _ illustra- 
tries to mimic The New 
Yorker, while the writing is a complex 
mixture of United Nations World and 
the Atlantic Monthly. To borrow one 
of their own captions (Page 28 of 
Vol. lL. No. 1.) it's an “experi- 
ment in expansive vagueness. 


Issue 


tion, it 


Although there is no similarity in 
purpose... there is bound to be con- 
fusion. Our magazine has become 
known widely in the past eleven years 
as just “THe Rerorter™”. That name 
featured in the cover and 

About 90°7 of the checks 


we receive from subscribers and ad- 


has been 
nasthead. 


vertisers are drawn to the order of 
“Tue Reporter”. Most of our letters 
are addressed that way. To make 
. the new publishers 
are located on 42nd Street in New 


York and in Zone 17. 


natters worse .. 


We do not know, as yet. what can 
be done about it. But the new publish- 
ers will encounter a confusing boom- 
when they start soliciting ad 
vertising and subscriptions. 


erang 


In the meantime. be assured that 
Tue Rereorrer (of Direct Mail Ad- 
vertising! continues at the same spot 
and under the same banner . . 
tho a 
church wearing the same dress. 


Hoke 


. even 


neighbor has shown up at 


Henry 








A careful reading of the 


MEDICAL 


ADDRESSING 


SERVICE 


We maintain a complete mail- 
ing list of all practicing physi- 
cians arranged by states and 


cities 


and by special groups. 


Addressing charges are low. 


100° 


© post office delivery is 


guaranteed on mailings made 


from 


our list. Orders are 


handled within a few days. 
Write for detailed counts and 


price 


s 


* Accuracy guaranteed. 

® Low cost addressing. 

® Write for counts and prices. 
® 72-hour service. 

® Clean address imprints. 


Fisher-Stevens Service, Inc. 





345 Hudson Street 
New York 14, N. Y. 














So you've already GOT 


a good mailing list... 


That’s fine! More power to you 


and 
more 
your 
same 


Every 
like y 


from 


to the list. Specifically, 
earning power. Because 
list can work for others, 
as it does for you. 


year, hundreds of firms 
ours receive extra revenue 
their lists by renting them 


through the D-R Special List 


' 
Bureau to 


non-competing 


mailers. 


We'll 
your 
profit 


business 
des riptiy e 


UND 


D-R 


gladly explain further how 
list might prove more 
able. Just write on your 
letterhead for our 
folder: “RIGHT 
ER YOUR NOSE.” 


SPECIAL LIST BUREAU 


Division of Dickie-Raymond, Inc 


80 BROAD STREET 
BOSTON 10, MASS 

















FILING 


@ LISTS PUT INTO 
ALPHABETIC OR 
GEOGRAPHIC ORDER 


EDGAR M. HENRY 


25 W. 45th St. New York 19. N. ¥ 
LUxemburg 2-427 











DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Soles Package 
Include Outgoing Envelope, Sales 

Letter. Order Form. Return Envelope 


Delivered Ready to Address. 


W rite 
THE SAWDON COMPANY, INC. 
484 Lexington Ave... New York 17, N.Y 





List Planning... 
List Building .. . 

List Maintenance . . . 
we all thoroughly covered in Alice 
Honore Drew “Plain Jane of Di- 
rect Mail”. 


Plenty of valuable advice on all phase- 
of mailing list problems. Chapters on 
Detining Prospects Sources for 
Names, Classifying Prospects, Physical 
Set-Lp. Name Record Card, Mailing 
List Report Form, Po-t Office Aid 


Postal Zone Number List 
Send 5i¢ for this reservoir of 
list information. Special price for 
bulk orders over 25 
The REPORTER 
of Direct Mail Advertising 
17 East 42nd Street, New York 17, N.Y 
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DO WE HAVE TO GO 
THROUGH ALL 
THIS AGAIN? 


Everybody knows or should know 
that this reporter has fought stren- 
against the misuse of the 
franking privilege by propagandists. 
That was the basic subject of “Black 
Mail”. 


uously 


After several years of relative quiet 
on the franking front, the mess is 
popping up again. Drew Pearson and 
others have commented on it, but one 
of the best digests of situation ap 
peared in recent bulletin of Friends 
of Democracy, 137 East 57th Street. 
New York 22. We'll reproduce it 


he re 


Before 
how about 
racket? 


postage rates are raised, 


stopping the franking 


Incidentally. Ive been asked at 
times why THe Reporter has never 
attacked the use of mails by com 
munist propagandists. One fanatic 
even doubted our “patriotism” be 
cause we had gone after fascist but 
not communist propagandists. 


The truth is we haven't been 
able to track down any consistent. 
planned use of the mails by the com- 
munists. We have checked repeatedly 
even to top Government officials. The 
communists have uged mostly 
give-away booklets. circulars, etc. for 
distribution at meetings. There has 
been, so far. nothing like the intricate 
pattern developed by George Syl 
vester Viereck. 


Abuse Franking Privilege — 4 Lt + 


rue. A CCG. posteard to its follow 
ers announced that the Gwine-Smit 


COMMITTEE FOR CONSTITUTIONAL GOVERNMENT PLANS = speeches were being mailed “ander 
LARGE-SCALE PROPAGANDA MAILING — POSTAGE FREE = ‘ongressional frank (not at govern 


1 GecertreTs are back om thy vee COA. with 


reprints of his speech 


ment expense The facts of the 
ase are that the reprints of the Con 


f having Uncle Sam foot the | called “The Republicans and the Re-  gressional speeches are not paid for 
propaganda public” and subtitled , y by the government, although the 


to fight the vested interests h « Gov 
by @ spending government e « 
ganiee all the 


ropaganda against federal 
duc at on, public housing, and 
nment spending 
hn ally, the pestage-saving de 
* the the 
Gwinn, Congressman 
New York, supplied the C4 
of two of hie Congres 
one called “The im 
ederal Aid to and Con 
other en 
Disastrous 
of the re 
Congressional 
a reproduction of 
+ ssgnature This meane the 
and enclosure will ” Note 
| without stamps, for nothing abe 


* cach Congres> Ine edeatally 


stantly pre 
1, Congress — ing,” apparer 
n. furnished the ts follow 


When will Congress wake up and 
make such usage impossible? It’s a 
disgrace to the Congress. Its a 
further unnecessary load on the over 
worked and “deficit”-burdened Post 
Office. The Committee for Constitu 
tional Government has a right to its 
own opinion, but it should pay for its 
printing at commercial rates (not 
Government printing loss rates! and 
it should pay its own postage. 


The originators of the franking 
privilege never intended the frank to 
be used by others than those in 


(Longress. 


m preserving free 


velope bearing Smith's k of th 


government. spend 


nment Printing Office charges a 


yw rate for these 


people whe have a the government pays all o 


m franked mas 
exe reprints ours ostage » make up the 
mats © manhings 
and can go During the pre-war years isolation 
vmmitters deluged the 
with franked reprints of » 
lationist Congressmen, but the cur 


G. mailing seems to be the 


enormous quantities te first post-war eflort to blanket the 
of these Gwinn-Smith nation with postage-(ree propaganda 
supplied to “you i Techmically, the pre-war iso! stion 


and the post rf 

misasing, the Congres.iona 
Congressmen are supp: 
franking privilege wt 
mail to their comet 


not supposed to supy 


printing and handlog ess quantities of franked ¢ 


the €.C.G. said to private organizations sv 


pstage ges ca However, beeaw 


COG ch con » penalty attached to 


ne 

franking privileg 

eager to persuade lationists go’ 
urrent 4G looks as if 


Jimmy Kane of Information Maga 
zine sent us an interesting clipping 
from the April 2nd issue of The New 
York Times reporting on a nation 
wide anonymous letter campaign 
urging women to stay out of the teach- 
ing profession. The National Edu 
cational Association believes the cam 
paign is communist conspired. but so 
far. the FBI and Postal Inspectors 
have not revealed their findings. if 
any. 


Tue Reporter will continue to 
battle against any misuse of the 


mails. 
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THE LINE FORMS should Gnd thin letter particularly inter- | VOLUME GAR GREER 


esting 


If you were just a name and a stres SELLER “EARLY BIRDS” 
TO THE RIGHT ei ees ate en ee - . 
mental ee there would be no mobilize for early start 
point at a in asking you to accept what 


maowe a letter om Buyers of print i final analysis, amounts to two issues €0 get jump on Competition! 


ing should read immediately. af The ATLANTIC FREF! 


Dear Mr. Hoke You may be an ex-marine. a career wo Higher returns and more New Mail 
man, a renowned lawyer, or a door-to-door Order Customers for 


a fa ; ; past several 
, is day of steep grapiic o- salesman; a commercial pilot, a village 


ve've made a paradoxical discovery tl schoolmarm, a struggling writer, cuibeme a years have been captured by Mail 
ts us all starry-eved cum lsude—even a Rhodes—-«<cholar, That Order Sellers who tested and mailed 
part we don’t know. But we do know from in June, July. August 

nie a hitherto unknown printer 

the source that gave us your name that you 

have an above-the-average MIND coupled Many ‘Early Birds” are preparing 
with the aspiration to enjoy its use and NOW for an early start for a dynamic 
improve it. 


has mastered a color printing tech 
that gives us , olor printing at 
than we used te or two-color 
md impossible ? 1 km it—-but it’s 


“e Here's an example We frequently \That’s it. Nearly.as bad as some Fall to get the jump in competitive 
prepare Deal” sheets for ow salesmen 


summer and a powerful impetus for 


These sheets picture a counter display of the singing radio commercials. market 
ntaining our merchandise —plus a little But we suppose Frank M. Herbert. 


criptive copy. It’s normally a two-color Jr. will tell us it works like a charm 
with the display and packages in 
wk and white and an additional color 


Write. in contidence, about your plans 


deece Chevedinenees eied for a MOSELY SPECIAL MAII 
on rose above-the-average minds. ORDER 


LIST STUDY, without cost 
rewn in to add some life Using the or obligation 

newly discovered color technique, we now 

run the counter display and packages in Dept. Re-5 


four colors and have the option of using 
, 


Steen eae ee oe MOSELY SELECTIVE LIST SERVICE 


eet 
se i, hn on teen teas 2 Order SE 

Mark this. TI » Sor & four-color REPLYING CMail Order’, ; 1 Headquarters 
ob is approximately 15% below what we 
were paying for the two-color job 356 NEWBURY STREET 

We new consider cegeedusiog cur goed A E. Williams of the Greylock BOSTON 16 
ucts in four colors on our lowest budgeted — Ribbon & Carbon Company, 149 NEW MAIL ORDER CUSTOMERS 
printed matter And we now have the Broadway, New York 6, N. Y. sent in VOLUME 
—_ ah . sain a ane us a letter he wrote to Willens & me 
» sme ‘ ities " . . 

si aii Company, Chicago 12, Illinois, ask- 

Though we're pretty covetous of out ing for a price on plastic license 


new discovery we'll give further details to holders. He received his original | the most direct way to address 


budget-happ dm whe drops us ei ps 
~~ a - —_ letter back a few days later. Stapled direct mail 


to it was a 5144” x 4” white slip. 
Printed at top was this copy: 
I I 





Bauer ‘ 
Div. of The Kendall Co 4 PERSONAL NOTE FROM OUR 
Signed) Andrew J. Byrne ORDER DEPARTMENT 
Ndlverti-in Dept 
500) South Dearborn Street We wish to give fastest possible reply 
Chicago 16, Hlinei- te the attached. You can easily appre 
ciate that it takes considerable time to 
esroaten’s NOTE » bi first dictate a reply, have the letter tran 
1 ont ame wus Mr. nf e-rea : signed 
Soe icin dike anamenhike ak. ie scribed and then re-read and igned direct mail 
yous yee . Pp . ‘ Handling the hundreds of letters daily, as : 
asked for it. Who isn’t interested in cutting we do, this cannot but help at times to mainstay 
production costs? A month from now ‘ cause considerable delay in replying to of the country's 
will you please let us know how many read- correspondence largest firms 
To avoid any delay, we are giving you 
he Mehsana: Ciel i tke cca Eureka’s original Duplistickers and Mail Aids 


This is done in the spirit to furnish you offer the simplest, fastest and most economi 


ers of The Reporter wrote to you? 


the fullest co-operation possible cal method of addressing direct mail pieces! 


IT MUST WORK... At the bottom: “If further informa- Perfect register, especially made paper for 
tion is necessary. be sure to return all clear carbons, a wide choice of sizes and 
correspondence.” colors, a minimum of perforations all of 

but a lot of people keep sending us these combine to make Eureka’s original 

the form letter used by The Atlantic There was a 1%,” blank space Duplistickers the most direct way of address 
of Boston, Massachusetts . . . wonder between top and bottom copy. On the ing direct mail —in the most economical 
ing about the involved. illogical slip returned to Mr. Williams some fashion' 

opening paragraphs. one had typed: “Sorry but we do not SA Accept no substitute! For 
handle the item mentioned in your a, 


attached letter.” ZF 
> 


best results, insist on the 
( 


ti. \ original Eureka Dupli 
Because of some distinctly complimentary ons ~ stickers* and Direct Mail 
things ABOLT YOU, that we have learned, Mr. Williams wants to know what , , ds! 7 » 
your name is included among those whe we think of idea. He didn’t like it. LE “te. 


*Reg. U.S. Pot. OF 


MAY 1949 EUREKA SPECIALTY 
{ PRINTING CO. 
Scronton. Po 


Here they are: 





= 


23% In Orders 

——, 
From One Subscription 

efe 

Mailing 
National Photo Dealer. trade maga- 
zine. used the patented Return-A- 
Card Sales Letter with the built-in 
order card. First mailing brought in 
23%. Tests proved that this format 
far out-pulled ordinary letterhead. 
so second message was also put on 
Return-A-Card Letter. Results. an- 
11% from the same list 


If you'd like to see this campaign 


other 


and other -ample- of these im 
pr rnved mailing pieces. get in touch 
with TESTED SALES PRODUC. 
ERS, Inc. 131 W. 53d St. New York 
19 N.Y. of call Plaza 7-8573-4 
THE CARD |S 

ATTACHED TO 

THE LETTERHEAD 


LOST CARDS MEAN LOsT SALES 











FREE 


ENTERPRISES — | 500,000 


fashion catalogs 


1 GRAPHIC 
buyers of dress patterns 
crochet and needlework booklets, secured 
from editorial features appearing in no 
tional publications The nomes are oar 
ranged chronologically and are reproduced 
Each order 


required a letter 


from 25¢ to 


on labels 
and a remittance 


$1.00 


of women who are conditioned to buying 


ranging 
This is a responsive mass oudience 
by mail ond who are interested in the 


home and needlecroft 


2. AMERICAN THREAD COMPANY 

300,000 women who answered advertise 
ments n 28 national publications and 
ordered by mail one or more of twenty 
needlecraft titles at 10c each. The chor 
acter of the magozines used for the ad 
vertising of these instructive booklets as 


sures a responsive mail order audience 


* *« ®* 


FREE The owners 


fo recognized mass 


each cose will give 
without charge mailers 
as many nomes on gummed labels as required 
to assure ao fair test of these excellent lists 


Please write or phone 


MAILINGS Incorporated 


25 West 45th Street, New York 19. N.Y 


LEWIS KLEID, President — JUdson 2.0830 








but is interested in ways to speed up 
correspondence. We, too. do not like 
the way this case was handled. But 
there are possibilities. Many times. 
in the rush of correspondence. | 
original letters with 
opposite questions or at bottom. or 
sometimes attach a memo sheet. The 
Willens form could be redesigned to 
give emphasis to their desire to be 
helpful and prompt. 


return notes 


The big trouble is in the personal 
You can't brush off 
an inquirer who has taken the trouble 
\ one 


isn t conducive to making 


(typed) reply. 


to try to do business with you. 
line “no” 
friends. The person typing the reply 
should have offered some suggestion 
for finding source of article desiresi. 
wv should have offered to 
catalog. Anvthing to 
friendly tie with a 


established If 


similar 


send a 
maintain i 
contact already 


any readers have 


forms or ideas on speeding 
up the answering of inquiries. send 


them to us 


ONE DIRECT MAIL 
LINE LOOKING UP 


trom 
145 
N.Y 


Here's an interesting report 
Al Hoffman of Reba Martin. Ine. 
W est 1th Street. New York 19 


| thought vou might be 


few bservation<s as to how 
trends are affecting 
mail material 


Wear 


w. we supply direct 
ta stores in the women’s Readvy-t 


hheid 


First, and most pleasant for us. i- 
i healthy inet 


been 


fact that our sales show 
Secondly there has 


lue to the 

now taking place 
Many customers wr 
ire stepping up the 
because this metl 


1 finer oppertunity to talk direc 


thei very own customers CMher 


ent= madticate that stores turning 


lirect mail te supplement their newspaper 


Many whe 


and radi advertisin we am-~ 


attempted direct mail before 
bole 


is additional channel will ena 


react 1 more -uttable roul 


REPORTER'S NOTE 
Now's the time to start talking to your cus- 


Retailers please note 


tomers again. Too many of you have for- 


gotten how 


| 


| 


| Catch the consumer eve and HOLD IT with 





tHe onty LABELS 


OF THEIR KIND MADE! 


the quality 
defies competition FENT-ONAMEL colors 
> sparkle permanently on smooth hard stock 
Lettenng is sharp. clean-cut Adheswe 
powerful - these labels stick and sfay stuck 


label that 


FENTON LABEL CO 


t. 42, 506 Race St., Phila. 6, Pa 


FF 100,000 


SELECTED OWNERS OF U. S. PLEASURE 
CRAFT AND PRIVATE PLANES 








/ ‘ Luru 
idrvent hnica 

Entire list completely circularized 
every 60 days by our own publications 
7 guaranteed. 


97% address accuracy 


LISTS THAT PAY OFF. SEE YOUR BROKER 
BOAT & EQUIPMENT NEWS 
224 East 41st Street, New York 17, N.Y 
AIRCRAFT & EQUIPMENT NEWS 








1M -- 2 Color House Organs Cnly $40! 


Your ad front cover Free layout and copy 
A personalized good 
& brings 


Request sample 


ervice Self mailer 
hold 


will builder that customers 


new business. Proven results 
on letterhead 

THE MESSENGER PUBLISHING HOUSE 
316-A Marion Bidg Clevelond 13, Ohio 








jobs — “2¢ each 


often re- 


nd orders 
he letters you write 
ved letterhe ids, 

business building 
used by so many 
npanies throughout 

the country, cost no more than 
kind in many cases 


more per 


any other 
ind only sheet 
compared with 


kind 


letter 
Write 


today 


when 


heads of 


for details and s 
R.O.H. ILLance. 
T0-R Latavette St.. N.Y. 12 


Te Canal 6-06340 


wdinary 


imples 














When you Remember 


WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

past fifty years 

90 Fifth Ave., New York 11 
CH 2-3757 


need 
RECENT 
BIRTH 
LISTS 











DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING — TRADE MAIL ADVERTISING —-_ (Lettershops) 
68-12 F evelt ve W iside, } Advertisers Mailing Service, Inc 15 Broadway, New York 10 
3 902-9th Ave I kiyn 3 1 Benart Mail Sales Service, Inc 238 E. 45th St.. New York 17 
Century Letter Co : 48 East 2ist St., New York 10 
Mary Ellen Clancy ‘ ar 250 Park Ave New York 17 
se Mailograph Co., Ix 39 Wate t, New York 4, 
ASSOCIATIONS M ay 00 Adelaide § Toront Ontario 
s Ne \ N aa ‘ » Garvie 


ADDRESSING RAE 
t h 4t! 


aromatic INSERTING 
4 ice 3 West “Hubbard St ‘ l 
1 Mail Adv. Service 1316 Arch St., Philadelphia 7, Pa 
MAILING LISTS 
Mailing Service, Inc 915 Broadway, New York 10,N.Y 
' AUTOMATIC TYPEWRITING ' lipment New 224 East 41st St., New York 17, N. ¥ 
Ambassador Letter Servi — ” sookbuyers Lis Inc 363 Broadway, New York 13.N.Y 
‘BOOKS re yant 55 W. 42nd St., New York 18, N.Y 
Graphic Books, Inc t 42nd St., } York 17, N tive Mailing S ce, lr 24 S. Grove Freeport, N.Y 
SuSNtaSS FORM “CREATIONS D-R Special List Bur 80 Broad St., Boston 10, Mass 
Joe Johnson N ne M Dunhill L mps 35 i 1 New York 17, N.Y 
e tevens Ser ) 1 ym St New York 14, N. ¥ 
CARDVERTISER aon gga s Ninth oe ¥ 
The Elliott Addressing Machine ¢ y St, Cambridge 39, M Industrial List, Bure ‘5 Astor Place, New York 3, N. ¥ 
COMPOSING MACHINES Mailing t 45th St.. New York 19, N. Y 
A n ‘ arf t 201 East 46th St., New York 17, N. Y 
COPYWRITER (Free Lonce)_ Mosely Select sist Servic 8 Newbury St., Boston 16, Ma 
Ne k 18 § yo , In of the Americas, New York 11, N.Y 
DIRECT MAIL annem Rea . ‘o iy 209 East 2nd St New York 9, N Y 
D hrend ympe I East 44 s Ne , k 17 j m ipert 90 Fifth Ave.. New York 11, N.Y 
: : - 3 . p. Tr t 181 Fourth Ave.. New York 16, N.Y 
Circulation A I New a % ee SERVICE 
Duffy & Fabry c € N. W r Milv ee 2. W rlis i y Service East 42nd St.. New York 17, N.Y 
McNulty Adver 2 ‘ t t : » = METERED Mai EQUIPMENT 
Matlograph C r » Wate e os a itr owes 1 Stamford, Connecticut 
Reply oO Product mpe . . : - © MIMEOGRAPHING 
a a .. ce ba : gh an Lette vice 154 Nassau St New York 7, N.Y 
*hilip all npany tn Ss v : 
MULTIGRAPHING 
DIRECT MAIL TRAINING COURSE ; : ordham Press, I 2500 Webster Ave., New York 58, N.Y 
Henry Hoke k 4 ¢ h he ichael Pres 145 West 45th St.. New York 19, N.Y 
ENGRAVERS : ‘ae OFFSET PLATEMAKERS 
Pioneer-Moss r 4€ Ww . Michael Lith Compar 145 West 45th St., New York 19, N.Y 
ENVELOPES - ; ‘ OFFSET PRINTING 
American Envelk MN Y ; ‘ ‘. 3 jachman Reproduction Service 250 E. 43rd St.,. New York 17.N.Y 
Ds = ta — ET «oo» ’ : , ‘ - paren MANUFACTURERS 
ipples-Hesse : 175 N. K shwa 3 r nr Compar Hami!ton, OF 
Sam ie] Cupple nvelope ‘ . Does . r P r Y 201 Appleton St Appletor wi 
Curtis 1000. r . 7 ‘ ~ + Ham aper ; any Erie, Penr var 
Direct Mail ivelope I t . 2 nat al r any 220 East 42nd St.. New York 1 N 
Envelor ( vor tock ¥ t : oF tior 17, N 


AUTOMATIC TYPEWRITERS. 
Ty 


Homer . 


V 
7 Y 
* Y 


etts 


or 230 Park Ave New York ? 
pany Housatonic Massachu 
PLATES & ey 
2 n St Bridgeport 1, Conr 
POSTCARDS 
A ‘ P »} tvue . rd npany 227 fth Ave New York 10, N.Y 
ENVELOPE SPECIALTIES - — 145 West 45th St, New York 19, N.Y 
" PRINTERS ~ SO ORASERS 
3 n Pr Adams St Brooklyn 1, New York 
FILING ay 0 Irving Place, New York 3, N.Y 
; Ex¢ res < 400 North Homar 
HAND COLORING The ael 145 West 45th Street 
Reba Martir 5 WV 4 New ¥ 19 teche thocraph Corp.. 274 N. Goodmar 
INKS , : PRINTING EQUIPMENT 
»F . ‘ kl { eyb “ompé 4510 East Tist St.. C land 5, Ohic 
LABELS pid Rolle mp Federal at 26t “hicago, Tl 
06 Race Pt elp 5 “QUANTITY FHWOTOGRAPHS 
LABEL PASTERS J c ¢ 16 t for N. ¥ 
. 18, N fae sn HOUSE ORGANS 
LETTER GADGETS he Messe r i Marion Bide and Oo 
. , | , I T¥PE FACES 
LETTERHEADS r an Type inde S Corp Elizabeth, New Jersey 
n : = ty 1414 Roscoe St.. Chicago 13, Tl 
_ MAIL ADDRESSING STICKERS TYPEWRITERS 
v \ 720 Frelinghuysen Ave Newark 5, N.J 


Interchen 





CLASSIFIED ADS HELP WANTED—MALE MULTIGRAPHING SUPPLIES 


DIRECT MAIL Salesman Wanted RIBBONS, INK AND SUPPLIES for the 
ition. Must write good copy Multigraph, Dupligraph and Addressograph 
nd all requirements machines We specialize in the re-manu 
ean Saas —e va ~ Manase several girls facturing of used ribbons. Chicago Ink 
ADDRESSING St Mall ile x 3586. Okle. City Ribbon Co., 19 S. Wells St.. Chicago, Il. 
ADDRESSING $4.50 THOLSAND lahon STENCILS 
No charge for our 


SPEI DADDR ESS Ol ALITY Letters from NEW Sieosiie 
si Ge Woodside. N. ¥ FOR EXCHANGE Plastic-coated” PROCEL stencils make 


tal District of N.Y 





$1.00 
Help 











. : opies so Stygian Black they seem to be 
rWo ELITE TYPE Elliott Stencil Cutters pea ssiehel PEA, cada Gah aan 
ADVERTISING AGENCIES ae w — on a + nk. gives maximum ribility, minimum 
< ' oR ie X ulling Boe aster Shaver vote agit ‘ uts and type clogging Let PROCEI 
EI ee pis - oe, - ITH y | Model K-142 _Di mprove your letters! Write to Reminaten 
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SHORT NOTES 


DEPARTMENT 


nued from Page 5 


Tell vou the inside tery of how 
modern busines. ticks and what vou can 
de te <purt te the tep of the heap” 
Costs a dollar The other is by Earl 
Prev ette The Prevette Foundation. 31 
Fa-t Willow Grove Avenue. Philadelphia 
i Pa Titled How Te Turn Your 
Ability. Inte Cash” 
seven hidde nm volt. te generate 


Supposed to “give 
vou the 
enthusiasm and magnetize your person 
ility All for £2.95. Line form at the 


right 


> Tie AMERICAN 
Railroad Building 
Washington 6 D. C. has published a 
helpful beeklet about 


ented in question and answer form 


ASSOCTATION Of 


Tr meportatton 
railroad Pre 
one of the most lively and intere-ting 


f detailed 


wavs of getting out a lot 


information It. «a 68-page x 
booklet on coated stock 


-prinkled with pictures of trains, track 


liberally 


Railroad. and 
Railroading Anvbeds whe has the job 
of producing such a factual piece 

should look into this QO. and A. presenta 
tion Makes all the difference for 


easier reading 


et Titled Oui on 


& GRAPHICS INSTITUTE, 5 Fast bith 
“Mreet New York 17 N \ is con 
cerned with Latistic 
ml fact te make them more dr 


picturing idea- 
matic and easy-to-grasp to the scanning 
mimated graphs. pie 


And = thev're 


eve Done with 
ehart- slide = film- ele 
elling thi- e 68 
x ll booklet In blue and black. Off 
cifie example. of Inti 


Herbert Ro 


ervice with n pag 


vt. Inside ie 
tutes work Writs 
for free copy 


& ANOTHER HOMELY LITTLE exter 
nal house magazine has appe sred. Volume 
er | of “Ace O Spades” which 

pared by the Ace Fabrics Company 

4 West 6tth Street. New York 23 

is a 2-page mimeographet job 

. of Ace telle us that it ix being 
ent to 250 customers of their automotive 


nd furniture fabric -applies “in the hone 


thar it will be «a medium of ge 


& THAT WAS « fine letter sent te lox 
ent. ml representathye- b (vt 
President of the American \ut 
mathe Ts pew riter Companys ! \ 
(hieage 22 Hine 


schulz 


Carpenter Street 
It was | page long and natural ul 


matically typewritten. Otte took a con 


bined business and vacation trip during 
February and March. He went by gradual 
stages through the southern territory 
visiting agents wherever they were located 
und then resting up in Florida sunshine 
When he got back to Chicago he wrote 
in interesting and chummy account of hi- 
travels winding up with his impre- 
sion of business and future pos-ibilities 
Seems like a good idea for many top 
executives Taking the field crews into 
their confidence 


> HO-HLM SUMMER must be al 
most here. Got our first Vacation Chart 
in early April from Mailograph. Inc. 3° 
Water Street, New York 4. N.Y. Front 
side is a jumbo. 1h x 20° letter. On 
back is the chart vith space for mame 
department. Monday dates from May 
through September Calendar of the 
months at Lott A business reply card 
offers more charts. at no cost. That means 
vou can have one by writing 


m “FASCINATING FACTS 
PRINTING” is tithe of a 3” 23 
page booklet. Reading time i- les« than 
15 minute. And it covers a lot of 
ground Author is Harrie Bell, adver 
tising manager of Allen. Lane & Scott 
1211 Clover SMreet Philadelphia : 
Penns ly ania Booklet ix ba-ic but 
fine if you don't knew much about hall 


ABOLT 


tones, electrotypes. papers. inks. crop 


ping. printing methods. Don't expect a 
chapter on each one Just a small puge 
or so. But it’s clear and understand 
able For details. vou ll then 
have to refer to somethine like the 
Production Yearbook” 


> THE READERS DIGEST Interna 
tional Editions have made up an unusual 
but practical adverti.ine rate folder. The 
pocket-<ize folder was sent to adver 
Pocket 
on page 3 holds seven individual cards 
for each of the areas where Reader's 
Digest editions are published All in 
formation and ~pecifieations are on each 


tiser. igenecie. and prospect. 


Changes are sent on similar card. 1 


replace outmoded ones 


> “\ BRIEFING OF DEEDS” i. the de 
-cription the National Association of Tee 
Industries, 1706 L. Street. N. W Wash 
ington. D. C. gives in its new booklet 
Something to Crow About.” A general 
report by the Publie Relation. Depart- 
\s<ociation that tell. 
vccomplished during 1918 
booklet 
magazine- and 
movies where ice was mentioned. Right 
This red and black 
hooklet carries a crowing rooster ' 
thout “lee in the 


ment of the 
what it has 
Left-hand pages of this 32-page 
pietures the new spapers 
hand pages deseribe 


there One «pread 
Mail” describes and pictures some of 
the 27.000 posteards and letters that were 


received proof that ice advertising 
and publicity is seen. read and acted 
upon.” A wonderful job of association 
publicity Deserves a pat on the back 


i warm one 


& THE NATIONAI 
NESS Bureau. Inc. 
nue, New York 17. N.Y 
19%-chapter compendium 
nd Dent. in Advertising Copy” 
by Allan Backman 


idvertiser id 


BETTER BUSI 
Lexington Ave 
has published a 

ealled “Do's 
Edited 
Prepared for use by 
igenectes broade ists 
und media men. Fact. are based on 


vdvertising laws. decisions by  court~ 


the FT¢ nd other government agencie- 
und on voluntary 
by the Bureau ind 


group The 


tundards adopte | 
other busine.- 
volume '- m loo-eleat 
form md will be refreshed by up 
to-date supplements. The material is in 
lo general <ections -uch as drug- 
mmetics. te L. jewelrs wearing ipparel 
furni-hing- Price for the 


* and monthly <applement. for 1919 


& TWO POCKET SIZE BOOKLETS 
have just been published that try to 
give helpful hints about «alk -manship 
the thing evervbody’s talkine about 
these day One is titled Wake Up 
Brother. Your Adjectives Are Showing 
ind was written by E. W. Elmore of The 
Burns Cuboid Company Santa Ana 
California. Discus-e- retail salesmanship 
The other ix called The A-B4s of 
Selling” md is published by the 
Dartnell Corporation. 4660 Ravenswood 
Avenue. Chicago 0. Illinois. Both items 
re written for company distribution. to 
perk up their salex foree. Quantity dis 
count. Both have good selling ideas that 


might be handy to have around 


© JUST LEAFED THROUGH an ex 
cellent advertising book by Thomas Mav 
tham called “Introduction to Advertising 
Principle ind Practice” 
Wt pages Not as elementary 
tithe may lead vou to believe 

f illustrations of actual ads 


I ourteen 


with accompanying di-cu-sion 
on marketing research 
media election testing organiza ton. 
Harper & Brothers. 49 
Fast 33rd Street. New York 16. N Y. és 


publisher. Price is $6.00 


Chapter- 
writing. loavout 


md many more 


PA GOOD PUBLIC RELATIONS job’ 
is an accurate description of the 

th Annual Report of the Flerid 
=! Petersburg The 
complishment~ of the vear re pu 


Power Corporation 


inder the fran bre 
nd “untaverable Printed on 28 page- 
nm olelave ind orange \ pread of m 
Florida. Naturally 
one pieture of palm tree mad bathing 


bocalee 


lu-trial” and “tou i 
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CLASSIFICATIONS 
of 1948 winners 


A 
Mr 
Ar 
4 


bd 


AWARDS 


Best of Industry Award 
Open to all users of direct mail and mail , nto ghuwwes 
order advertising. No 


restrictions on size, 
type 


, purpose or classification. Membership in 
DMAA is not a requisite. 


Merit Awa 
You are invited to enter this year’s com vs 
petition for a Best-of-Industry Award and 
national recognition. Your entry may be small, Special Certificate Award 
simple, large or elaborate; size of company or ' ane 
budget will have no influence 


selected for 


Awar f Achievemer 


Winners will be pr f er 
their overall effectiveness 

: . Extra Recognition will be civ 
Rules are simple. Entries must be of mate a ° seitidieeh aiiaiiemaies 
rial produced between September Ist, 1948 and hroughout the 
August 3lst, 1949. Other requirements are 
procedural, full details of which will be fur- 
nished when you send for entry blank 
Contest closes September ist, 1949; winners 
to be announced September 21st The 








Sponsored by the 17 Bast 42nd Street New York 10, Nee nA 
DIRECT MAIL Te ERLE 
ADVERTISING Send for details 

ASSOCIATION = and entry blank 


ynte 











Winners to be announced and awards made at DMAA Convention, September 21 to 23, Congress Hotel, Chicago 








bring vour layouts to life... 


print on Titonoer nga fol 
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See the lure of the great outdoors—captured on Ticonderoga Text! The message 
always gets across on this fine watermarked paper, in 7 colors plus cream 
and brite white in laid and wove with envelopes to match. Use with 
letterpress — offset — gravure. For broadsides, booklets, brochures, programs and menus- 
use in combination with the new COVERWEIGHT, available in matching colors. 
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